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!Rough Proofs 


“IT am sure advertising will help 
us solve the problems of the fu- 
ture,” said President Roosevelt to 
the AFA. Probably his letter to 
PM, suggesting business office con- 
trol of news columns, was dictated 
but not read. 


7, VF 


Raymond Moley suggests a rever- 
sion to the policies of that other 
successful Roosevelt, whose African 
experiences produced “Speak softly 
but carry a big stick.” 


7, wv F 


A man like Moley gets applause 
from many sources and for many 
reasons. At least one of those who 
heard him at the AFA convention 
was willing to endorse his shaving 
cream. 

v v v 


Theodore MacManus has 
his hat back into the agency ring 
with the sponsorship of “an un- 
named major automotive account.” 
From the other fellow’s standpoint, 
handling that kind always carries 
the penalty of leadership. 


tossed 


a eh 


That FCC committee report on 
the networks suggested that if there 
is even a little bit good about them, 
it will have to be discovered by 
somebody else. 


v v v 
Donald Montgomery says. the 
consumer movement must concern 
itself with “a redistribution of re- 


sources on a democratic basis.” In 
Russia they call it communism. 


oo. 


Everybody is talking about the 
national defense, but very few peo- 
ple are doing anything about it. 
The exception is the McGraw-Hill 
Publishing Company, whose exhibit 
at the AFA convention consisted of 
a shooting gallery. 


~~ ww ¥ 


Dick Grant says that Sam Dobbs 
was one of the great leaders in the 


truth in advertising movement 
thirty years ago. And Dobbs was 
also a great advertising man, be- 


cause Dick still remembers he was 
with Coca-Cola. 


7. ww F 


Program producers do all right 
until they are confronted with the 
Serious task of fitting “media” to 
the narrow confines of a singular 
adjective. 


v v v 


Paul Hollister thinks that there 
is only one good way to dispose of 
the consumer movement to. the 
Satisfaction of all concerned, and 
that is by talking about customers 


v v ’ 


lr. Alice Keliher points out one 
of the indispensable virtues of ad- 
vertising, which enables the advan- 
faces of the latest in Paris models 
to be made available even to a 
Stylish stout. 


a 


.dd Such-is-Fame Department: 
The official stenographer who re- 
ported Dick Grant's speech recorded 
a reference to a Mr. Reube Kamm, 
Who on investigation turned out to 
be none other than your old friend 
Raymond Rubicam. 


’ v ’ 


_ Gen. Hugh Johnson is now sing- 
hg that sentimental ditty, “I Made 
Him What He Is Today; I Hope 
You're Satisfied.” 

Copy Cus. 


Hanson Challenges 
Right of FIC to 
Regulate Ad Copy 


Freedom of Press In- 
cludes Advertising, Says 
ANPA Counsel 


Chicago, June 26.—In announcing 
that the Federal Trade Commission 
has granted the petition of the 
American Newspaper’ Publishers’ 
Association to intervene in its case 
against Good Housekeeping, Elisha 


Elisha Hanson (right), being congratu- 

lated after his speech to the AFA chal- 

lenging the right of the Federal Trade 

Commission to enjoin the publication of 
advertising. 


Hanson, general counsel of the as- 
sociation, told the Advertising Fed- 
eration of America today that free- 
dom of the press as guaranteed in 
the bill of rights protects advertis- 
ing as well as the editorial content 
ot newspapers and periodicals. 

Mr. Hanson thus challenged the 
authority of the FTC in its regula- 
tion of advertising under the broad- 
ened powers conferred upon it by 
the enactment of the Wheeler-Lea 
bill, asserting that it has no more 
right to censor or restrict the dis- 
semination of information in the 
nature of advertising than it has to 
censor or restrict the dissemination 
of information in the nature of 
news or editorial comment. 

“The press has but one purpose,” 
he declared, “and that is to serve 
the public through the gathering 
and dissemination of information. 
This information in turn falls into 
three specific news, edi- 
torial comment and advertising. 

“Each form of this information, 
whether it be news, editorial com- 
ment or advertising, is essential to 
the welfare of the American people, 
and any attempt improperly to re- 
strict it should be a matter of con- 
cern to all people 


classes 


“Regulated to Death” 


“Yet we are facing a deliberate 
attempt by government to restrict 
one of these vital forms of infor- 
mation—that which is conveyed 


through advertising. The effort to 
regulate, control, censor and restrict 
advertising is but one phase of the 
seemingly prevalent philosophy that 
an all-wise and benevolent govern- 
ment should regulate all human 
activity. In the development of this 


(Continued on Page 25) 


THREE WHO DID MUCH FOR CONVENTION 


Elon Borton, new president of the Advertising Federation, with May Vander P,|, 
AFA secretary, and retiring chairman Mason Britton. 
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Industry and Advertising 
Ready for Crisis, AFA Told 


Importance of Maintain- 
ing Buying Power Is 
Stressed 


Chicago, June 26.—Business and 
advertising will be shaped to meet 
the needs of the nation in speeding 
an emergency defense program 
which will demand the maximum 
and efficient use of all our facilities. 
In a world which will demand a 
tougher, harder nation than hereto- 
fore, industry is prepared & @Co its 
part in production, distributien and 
advertising. “, 

These were the sentiments which 
were reiterated in many of the ad- 
dresses delivered at the 36th annual 
convention of the Advertising Fed- 
eration of America, which closed 
here today. The war in Europe and 
the reshaping of world economy had 
constant reverberations in the dis- 
cussions of current problems of 
advertising and merchandising. 


Must Sell Institutions 


“We do not want to change the 
rest of the world,” declared Paul 
Garrett, vice-president and direc- 
tor of public relations of General 


Motors Corporation. “We want to 
make America secure. But it can- 
not exist as we know it unless peo- 


ple come to understand better that 
free industry is the only hope. In 
industry is production. In produc- 
tion is strength. In strength is pre- 
paredness. In preparedness is free- 
dom. In freedom is opportunity, 
peace, democracy.” 
Mr. Garrett showed 


how adver- 


tising has contributed to the Amer- 
ican way of living by functioning 
as an integral part of mass produc- 
tion and distribution. Now, how- 
ever, he insisted, advertising must 
do an equally good job in dissem- 
inating information about institu- 
tions as well as products. 

“Have we through advertising 
turned people toward the products 
and processes that make up our way 
of living?” he asked. “Toward 
products, yes. ‘Toward processes, 
no. Unless we can strengthen be-+ 
lief in institutions, soon there wil 
be no products. Experts in the 
technique of presenting a product, 
we have not presented the institu- 
tion. So we face this curious anom- 
aly: the products of industry rank 
high in public esteem, but the en- 
terprises that create them 
damned 

“The time has 
shall have in these months ahead 
an opportunity unprecedented to 
implant the concept that the insti- 
tution is greater than its product 
Industry is coming back into favor 
Now that we need mass production, 
skilled workmanship, 
management, we 
the things that 
short time ago 

“Advertising as the spokesman of 
modern industry must set its tempo 
at the modern pace. We must hold 
to the prime objective of service to 
the consumer. In no other way can 
free enterprise and the steady 
growth of the American way of liv- 
ing be maintained.’ 

Mason Britton, of the McGraw- 

(Continued on Page 25) 


are 


come when we 


far-sighted 
regard as virtues 
seemed evil such a 


Garrett, Borton 
Head Advertising 
Federation Slate 


Defense, Consumer 
Movement Made Sub- 
jects of Resolutions 


Chicago, June 26.—-The facilities 
of advertising to help unite the peo- 
ple of America in a program of 
national defense were pledged by 
the Advertising Federation of 
America in resolutions adopted at 
the closing sessions of the 36th an- 
r.ual convention today. 

Other resolutions endorsed the 
contributions of advertising to the 
American way of life, urged full 
extension of the principles of truth 
in advertising to current activities, 
asked for complete cooperation in 
consumer education toward the 
goal of intelligent buying, and rec- 
ommended a united front by all di- 


Paul Garrett, new AFA board chairman, 
as he presided over the AFA's opening 
general session Monday. 


visions of advertising regardless of 
competitive interests. 

Paul Garrett, vice-president and 
director of public relations of Gen- 
eral Motors Corporation, New York, 


was elected chairman of the board 
of the Federation. His running 
mate as president is Elon G. Bor- 


ton, advertising director of LaSalle 
Extension University, Chicago, and 
general chairman of this conven- 
tion. Other officers and directors 
elected today are as follows: 


Other Officers 


Vice-presidents, Ray Maxwell, 


Last Minute News Flashes 


Names Burnett for Continuing Meat Campaign 


Chicago, June 28 
Institute of American Meat Packer 


cational 
for an 


campaign It is proposed 
indefinite number of years 
essential place of meat in the diet, 
nomical cuts which are as nutritiou 
paign, to begin in the fall, will prov 
magazines, but will also employ 
sional journals widely. “Othe 


Following a meeting of it 


to inform the public 


ide for major 
radio 


recognized media” 


board of directors, the 


today announced appointment of Leo 
jurnett Company, Chicago, to handle the organization’ 


continuing edu- 
to spend about $2,000,000 annually 
not only of the 
but of lesser known and eco- 
expensive 


more 
The cam- 
use of newspapers and 
nedical and other 
will also be used 


a more ones 


and profes- 


Skelly Oil Names Henri, Hurst & McDonald 


Kansas City, Mo., June 28 


The advertising account of 


Skelly Oil 


Company, selling petroleum products throughout the Middle West, has 


been placed with Henri, Hurst & McDonald, Chicago, Arthur E 
today 


advertising announced 


being used. 


manager, 


Taylor, 
radio 


Farm papers and are 


New Bromo-Seltzer Agency to Be Named 


New York, June 28. 


by Emerson Drug Company in 


A new Bromo-Seltzer agency will be selected 
the 
Thompson Company, it was learned here today 


Walter 
are ex- 


succeed J 
Presentations 


near future to 


pected from several agencies that are competing for the account 


advertising director, Missouri Pa- 


cific Lines, St. Louis; Allan Taylor, 
Station WGY, Schenectady, N. Y.: 
Aubyn Chinn, Midwest director of 
public relations, the Borden Com- 
pany, Chicago; secretary, May O 
Vander Pyl, Advertising Letter 
Service, Detroit; treasurer, James 
A. Welch, vice-president, Crowell- 
Collier Publishing Company, New 
York 

Directors, Merrill C. Meigs, pub- 
lisher, Chicago Herald-American 


Herbert Fisk, general manager, Out- 
door Advertising 
America, Chicago; Allan Preyer, 
Vick Chemical Company, New 
York; Dorothy Crowne, United Ad- 
vertising Corporation, New York 
Henry Obermeyer, Consolidated 
Edison Company, New York; John 
K. Ottley Jr., Atlanta Constitution, 
Atlanta, Ga 

Gilbert T. Hodges, New York Sun, 
is chairman of the advisory com- 
mittee, other new members of which 
are George W. Kleiser, Foster & 
Kleiser, San Francisco; Frank 
Braucher, Station WOR, New York, 


Association of 
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July 1, 1949 


and Norman S. Rose, advertising 
manager, Christian Science Monitor, 
Boston, and retiring president of the 
Federation. 

Charles E. Murphy, New York, 
was reappointed general counsel. 

It was announced that the 1941 
convention will be held in Boston. 

The resolutions adopted at the 
final session today reflected strong- 
ly current interest in the problems 
of national defense as raised by the 
international situation. They of- 
fered the cooperation of the Fed- 
eration and affiliated groups in help- 
ing to build public opinion to 
support the national program of 


“As in a former emergency, when 
the Federation gave important help 
to the Government through its na- 
tional organization and through the 
local work of its many affiliated 
advertising clubs in helping to 
unify public opinion, this associa- 
tion now stands ready to undertake 
a similar task when called upon. 
The men and women of this or- 
ganization can be counted on to de- 
vote the coordinated facilities of 
the Federation to patriotic service, 
helping to unite the people of this 
great nation in thought and action, 
that we shall be prepared to pro- 
tect our cherished freedom. 


defense in the present world emer- | 


gency. 
Text of Resolutions 


The resolutions included the fol- 
lowing: 
| “The American people are to- 

« day faced with new and urgent 
problems of national defense call- 
ing for the unselfish united effort 
of all Americans. We desire that 
the Advertising Federation of 
America, as a clear patriotic duty, 
offer immediately to the Govern- 
ment of the United States whatever 
assistance the Federation and _ its 
members can render in preparing 
the nation to meet any threat, and 
we request the officers of the Fed- 
eration to communicate such an 
offer to the Government. 


2 “The importance of advertising 
e as a social and economic force 
is crystallized into a single thought 
by the program theme of this con- 
| vention: ‘Advertising’s Contribution 
| to the American Way of Living.’ 
“This contribution has been im- 
portant, for advertising powerfully 
motivates and stimulates many of 
those individual acts and group 
processes which determine the way 
Americans live. A symbol of free 
competitive enterprise and of free 
choice by consumers, advertising 
arouses the desire and ambition for 
better living and_ simultaneously 
performs an economic service which 
helps to make better living possible. 
“The preservation of the Ameri- 
|}can way of free individual enter- 


ADVERTISING AGE 


prise and free consumer choice as- | 


sumes more than usual importance 
today in the shadow of perils as- 
sailing free men and free peoples in 
so many parts of the world. 
“Therefore we urge advertising 
men and advertising women every- 
where to respect and take pride in 
the contribution of good advertis- 
ing to the American way of living, 
that by the quality and sincerity of 


their work they may add daily to| 


the value of this contribution, and | 
thus help to safeguard it as a per- | 
manent part of American business. | 


3 “On this 29th anniversary of 
e« the historic advertising conven- 
tion in Boston, when the great cru- 
sade for Truth-in-Advertising was 
inaugurated by this Federation, 
with wholehearted participation of 
advertising clubs throughout the 
country, we subscribe anew to the 
ideals and principles then set up, 
and re-dedicate ourselves to the 
unremitting task of making adver- 
tising more believable and more re- 
liable in every respect. 

“With the help of constructive 
laws, which were passed with the 
support of the Advertising Federa- 
tion and its affiliated groups, fraud 
and deception have largely been 
eliminated from advertising. Rising 
standards of service to the buying 
|public now require even greater 
|refinement in advertising practice, 


Money on the Hoof—$132,894,735.00 Worth! 


THERE'S NO BULL on earth worth that much dough 


stock brought that much money to Kansas farmers last year thereby establishing 
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THE ADVERTISING AGE GIRLS WERE THERE 


FAdvertising Age 


THE NATIONAL NEWSPAPER OF ADVE 


Advertising Age distributed a special daily at the AFA convention, in accordance 


with long-standing custom. These young ladies, clad in dresses run through the 
Advertising Age presses, were the "newsboys.” 


SPEAKERS AND GUESTS AT INDUSTRIAL MEET 


This group, at the industrial luncheon in Chicago Tuesday, includes J. M. Me- 
Kibbin, Westinghouse Electric; Paul Garrett, newly-elected chairman of the AFA 
board; Mason Britton, retiring AFA chairman; and Raymond Moley. 


and we urge constant effort to im- 
prove the quality and to make ad- “We believe that it is one of the 
vertising as fully informative as | most important responsibilities of 
good advertising can be, to the end|the Advertising Federation of 
that its fullest measure of effec- | America to see that the public is 
tiveness may be realized. |informed on the economic functions 
of advertising and its influence on 
the improvement of our standards 
of life. 


“With all advertising subjected 

« to attacks from many sources, a 
united front is necessary to cement 
public confidence in advertising, 
and the Advertising Federation of 
America urges that each branch of 
evident that more intelligent buy- | advertising exercise self-restraint, 
ing will bring opportunities for | good judgment, and tolerance in its 
better selling and more effective | attitude toward other advertising 
advertising. interests and media.” 


been done by the Federation. 


“The Advertising Federation of 

« America heartily approves and 
welcomes the rising interest in bet- 
ter education of the individual man 
and woman in the art of buying 
merchandise. We urge all business 
leaders and advertising men and 
women to cooperate with consum- 
ers in this activity, for it is self- 


= “In view of the great need to- iene i 
a day for dissemination of reli- Thorpe Names O'Connor 
able information about advertising, Dorothy O'Connor, formerly with 
we urge all affiliated advertising| MeCann-Erickson, New York, has 
clubs and national groups to give|been appointed advertising manager 
full cooperation to the national edu-|of Jay Thorpe, Inc., New York. 
cational program of the Advertising | Miss O’Connor, who succeeds Estelle 
Federation of America, and we in- | Hamburger, resigned, will also be 
vite the participation of all adver-|in charge of promotion and pub- 
tising interests not now affiliated. licity. 

“This program conducted by the 


Federation for more than ten years 
has been most effective in promot- 
ing a better understanding of ad- 
vertising’s contribution to the 
American way of living, and we 
call for an expansion of this activ- 
ity. 

“We feel that this work is espe- 
cially important at the present 
time, to counteract the many mis- 
leading statements made _ about 
advertising, involving false eco- 
nomic reasoning and distortion of 


products of livestock as the state’s chief source of income. 

Yes, wheat money, cattle money, oil money, money from all types of industry 
help to make Wichita a 470 million dollar market. No doubt this is the reason why 
the 292,421 radio families in the KE TE ATREA have above average incomes. And 


there's no doubt but what you (or your 


wee ee ee 


—, client) could get your share if you'd use facts. When found in textbooks, 
f such faults should specifically be 


u pointed out and answered, as has 
MANHATTAN @ WRE NCE 


Three Name Wales 

Wales Advertising Company, New 
York, has been appointed to handle 
the following accounts: Paul Smith’s 
Hotel and Cottages, Paul Smith’s, 
N. Y.: Hungarian Pavilion Restau- 
rant, New York World’s Fair; and 
Spruce Mountain Lodge and Chal- 
ets, Jackson, N. H. 


Zy-Vo to Buckley 


The Zy-Vo Corporation, maker 
of vegetized flour, has appointed 


the Earle A. Buckley Organization, 
Philadelphia, to handle its adver- 
tising. Newspapers and sales pro- 
motional material are being used. 
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unusual and effective transparencies 
for displays and modern decorations 


WRITE FOR FREE SAMPLE TRANSLITE FILM 


Vlandaid Sludtos tre 


PHONE WHITEHALL 5355 


540 N MICHIGAN AV - CHICAGO 


ju 


=e ae ait ‘i : : ry * ek aS ie pe? erie es i 4 Pe es et | iB ig soy Ge ia Se gs 34 es ea 2 

ue eae i 2 gen ee akin ty games | eae ae art Ft ie » isc ino ae Seo : gk rise, Schr eas a Sn ee Pe sis Ae . 

i se 7 « 
— ; 
Sy 

5 ee \ 

me 

= RTISING — } 

ae 7 “Ts = é a 

ey. LAMP INUTE NEWS FLAS@ ym 

we | iis) 

aah ——— Se | a 

pee : E ; — hols e 

™ — ig ~~ f° 

a ” - Adeercininy $ 
7 ” BAcdeestt Age Y e = - 
erly Ft ae ee . 7 ve 
“en ed os or mF a poe , ei — j ie u eee ea + _ B: 
eee ne oe yer SS ee ee 2 a , 
i “ ° pe a co 
; A 
- a re 
: al al 
Bs oS 
a : ti! 
. ee si 
ol 
| ‘: ’ J ~ =! —™! : of 
are eet ‘ Soa : ” W 
; - ee: aes re 
Ps - i “e * F 
: Te 7: ' ¢ , —-  A a nee re 
ie i ' as a 4 * 3 oe ane é a. i ré 

2 ‘ 4 ’ , ye 4 i ‘eis 7 =m . : ir 

ae a ws 4 ie ; / a " Tome = : - o ‘ "2 ee . é 
a = a a fe <r" Po. eet Es ‘ am tii \ : a 

an = ‘gees i (a ‘. 

ies * x ry ee best 2 co - s it, hs Se ee ; 4 7 

. — Fe oS Ean R 
; | rd 2 Lee . 2 <* 
2 : fee ee 3 —- ay ) 
: (= ao S. me n 
Pca 7 a 
‘ - ‘~ al ‘ . »* ~ 5 . S ~ eee 

7 q id . #: «f 4 hahaa 4 

ey b» < a, s. ae ne ws n } j 

& a” 4 ; } — . S.A ‘ 

en A. 5 ew « the =~ om | 

oe - * i 4 ‘ ff Fn os ae «f YY i? : . Me i : | a } he 4 F \ 

: ;  * . » ¥ - : lig | a + on 

a ” 2 + , : > fs yr. * is ‘ v —" E F ‘, ee ; : 

‘a: i\ Se ee Cee Ge | 
ae \ \ ae ka a a 4 

ot ane ae | 7 ~ ——e —~.o = ~~ : ae, stele : i Be 4 

a. Ren : % ae id ’ ~ .. ¢,; / ne Say yaa alias - - a ink yx ‘a : A ( 

’ of / , > p . FEZ : 

: a at EBs p ye mM as 8 ' 
i. Sree Pe bag e ees Fates ‘as 
< ate : : - 2s. = oO”, ; ‘. 4 we : 

“a J ~ 2 aS ay ae 2 =i tr ‘, ere ¥. ' f a Pate. #} j ie \. oe 

ein , g yt pe wy — oe . ¥ ; —— 

ee ‘ef ¢ ; ; : ’ af Lay \ ‘.... Geoeee ‘j x g - hoes oe Ae f 

Sa 4 ; 3 “ x vem r hed > og es) al . | “S Fike wie 4 + ie ; 

ane ¥ al a e . ee ae r em % - ae - . ae . Sth + 

Pe od . 4 a. Nes pA +e Re? net an | 
Pf ea2 p ‘ . ae . > : cf OX ath SO Wg IF | 
> * : & age ; iN _ “ 3 adie 2S ie ik on OE bee 
4 bit ae ~~ : ree Sox. ata > | a * { Rey "* £4 a * id oes A a ’ Ar A ¥, , a 
ay ef igs (hoy t'¢ » shies a en te od . ir 2° * hay fat 

“i 4 ) RPMS OLS oe 2. Oe tal el he eer Ki ee ae tad sph hy Dg ia bake | 

a . e« nth VO. ik 2 > 2 PFOA ie SR Ae Ae Vg es 

; a - & : , : aad of a*z; er Ms ine ' xt) Ped . 4 vy Q a vo é . . * Vas 

ae “9 eS ie? 1 &. ~~ * Aw wy >" gr  } * Mrs “£ : ee 

hae ‘ ’ f otert ony a #e . “yl e Sj i ahd. 8 os. 
or ig. f 4 . .s Mes q) Lae eH 4%: ont ey t ats i fh 

ry. Bee AA 8 Rae oS ‘ 

ai ee i ER eee Ee ee " 

- 4 bs eee sR CONAN hen ey " = : 

aa 

~~ a 

"7 
a 
nee 
To 
Set SY 
: eee ee ew | — 

a ae 

pe; - = 

inal 

a Bs 
‘a 

| , . a 

: 4 * ie 

a A! Fa 

ene Fa af 

; ; ee 

ee 

N, 

; 

es : ’ » . ‘ o.% Si - 5 * v . : ae > ed) 4 - hrs F ; . : ¥ ; oy ‘ a, <, 
tig as a ea. RDS ae, PM a ay uf j ‘ee ae aes re . apa oe me? Be NT x can Ree a LAS ee = 
ae bs gs as Ls re. ling Dad + ad nate 2 —_— ae ow ie ce 7. Sh > a ' -, ae ay ade Age ira> = 5 # 4 fe eae F 
; et vue? ght ae Tap oe ie a . _ ie, a = ee <Prga ee wee : : 4 *. ott Pat ¥ re es ae 
F a, = 3 ML I a 7 Ry Z i +S he eo ee F Les 4 . 


vay Ww VY 


ADVERTISING AGE 


| 


Consumer Contest 


Winners Announced 
at AFA Meeting 


Admanager Takes First 
Prize; |! Other: “ 
Honors 


In connection with the selection 
of the awards, the judges issued the 
following statement: 

“The complexity of the problem 
involved in the relationship be- 
tween advertisers and consumers 
was dramatically illustrated by the 
538 entries received by ADVERTISING 
AGE in its competition seeking prac- 
tical plans for the improvement of 
this relationship. 

“In analyzing the voluminous 
mass of material submitted by ad- 

*rtising men, educators, consumer 
sroup leaders and housewives, the 
(Picture on Page 25) | Judges found it advisable first, to 
; , weed out those entries which went 

Chicago, June 26—Twent, ‘ght| far afield and which did not limit 
year old Donald F. Hellenga, 4. -¢-| themselves to the stated purpose of 
tor of advertising for the Buescher | the competition; and second, to rate 
Band Instrument Company, Elk- ithe remaining entries on the basis 
hart, Ind., today was revealed win- | 


of the approach to the problem and 
the solution offered. 

“Individual members of the jury 
spent long hours poring over the 
entries allotted to them, preparatory 
to a general judges’ meeting to dis- 
cuss preliminary recommendations. 
When the original entries had been 
whittled down to 12 final choices, 
each judge again re-examined this 
batch as a basis for final selections. 
The jury then met again and 
arrived at a final determination of 
winners. 

“It should be pointed out that 
many of the entries contained ideas 
and suggestions that were common 
to others. Consideration should also 
be given to the fact that many of 
the best minds in the business world 
have been engaged in grappling 


with this problem. The many ideas 
advanced in this competition should 
therefore be welcomed as shedding 
additional light on the situation 
facing advertisers. 


No Complete Solution 


“The judges were of the opinion 
that no single plan submitted should 
be considered as the complete solu- 
tion of the problem and that prizes 
should be awarded to those who 
scored most effectively with respect 
to grasp of the problem, original- 
ity, practicability, scope of the pro- 
posal and thoroughness of execu- 
tion.” 

Details of the plans proposed in 
the prize winning entries will be 
revealed in the July 8 issue of 
ADVERTISING AGE. 


———— 


Minneapolis Ad Club 
Re-elects Officers 


All officers of the Advertising 
Club of Minneapolis were re-elected 
at the club’s annual Golfaroo at 
Golden Valley Golf Club June 26. 
They are: E. R. Champion, adver- 
tising manager, Investors Syndicate, 
president; Frank Kiewel, advertis- 
ing manager, Minneapolis Brewing 
Company, and John T. Foley, vice- 
president, Olmsted - Hewitt, Inc., 
vice presidents; and Harry Atwood, 
Northwestern National Life Insur- 
ance Company, secretary. New di- 
rectors are Joyce Swan, promotion 
manager, Minneapolis Star-Journal; 
R. T. Challman, advertising man- 
ager, Munsingwear, Inc.; Ray Jenk- 
ins, sales manager, KSTP; and Alan 
M. Kennedy, Northwestern National 
| Life Insurance Company. 


ner of the first prize of $500 in the) 


contest sponsored by ADVERTISING | 


Ace for plans designed to improve | 
relationships between advertisers | 
and consumers. 

Mr. Hellenga was awarded a cer- 
tified check at today’s general ses- 
sion of the Advertising Federation 
of America by J. Kenneth Laird 
of Young & Rubicam, Chicago, 
who announced the winners in the 
competition to the convention. 

Second prize of $250 went to Mrs. 
Caroline W. Carter of Cleveland, a 
retired advertising woman and | 
member of the Women’s Advertising | 
Club of Cleveland. | 

Third award of $150 went to} 
Ralph E. Dyar, promotion manager 
of the Chronicle and Spokesman- | 
Review, Spokane, Wash., and fourth 
prize of $100 was awarded to Ben- 
jamin B. Graham, advertising and 
merchandising department of the 
appliance division of General Elec- 
tric Company, Bridgeport, Conn. 

Award Honorable Mentions 

Because of the difficulty the 
judges found in determining the 
winners, eight honorable mentions 
were distributed, although no pro- 
vision was made for these in the 
original awards set-up. They went 
to the following: 

A. H. Kenyon, James A. Coveny | 
Company, New York. 
Kenneth Dameron and James C. 
Yokum, Committee on Consumer 
Relations in Advertising, Inc., New 
York. 
William J. Enright, business news 
editor, New York Times. 
Robert A. Willier, 
manager, Wabash 

Louis. 

G. K. Dahl, World 
Dates, New York. 

George A. Whitney, Norge Divi- 
sion, Borg-Warner Corporation, De- 
troit. 

Harry A. Mereness, National Fed- 
eration of Textiles, New York. 

C. E. Yeager, Hearst Magazines, 
Inc . New York. 

Judges in the competition were 
H. A. Batten, president, N. W. Ayer 
& Son; Lee H. Bristol, vice-presi- 
dent, Bristol-Myers Company; Al- 
bert Brown, advertising manager, 
rhe Best Foods: Gordon E. Cole, 
advertising manager, Cannon Mills: 
Don Francisco, president, Lord & 
Thomas; and Bernard Lichtenberg, 
president, Institute of Public Rela- 


tions. 
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6GSTP 


The Northwest's Leading Radio Station 
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NBC 
BASIC RED NETWORK 


MINNEAPOLIS 
ST. PAUL, MINN. 
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One shell—a lot of bullets 


| When you post a single Criterion Display, you hit a lot of 
people. The Starch Survey shows an average of 2,687 per day. 
Thirty days, the life of the poster, means over 80,000 shots 
from one shell. 
That is mass production—far different from the rifle-bullet 
type of advertising in which each impression of the printing 
press may hit no more than a single reader. 


Mass production means economy—in advertising as in 


Criterion Displays has never been equalled. Criterion delivers 


effective circulation at a cost of only $37.20 per million. 


CRITERION ADVERTISING COMPANY, INC. 


NEW YORK 
122 East 42nd St. 


CHICAGO 
612.N. Michigan Ave. 


And the economy achieved by the use of 


BOSTON 
216 Tremont St. 
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FCC Announces 
Initial Rules 
for FM Programs 


Washington, D. C., June 26.— 
Initial rules governing frequency 
modulation programs over the air 
have been announced by the Fed- 
eral Communications Commission. 
The Commission refers to this new 
type of service as “high frequency 
broadcast” in contrast to standard 
broadcasts. 

Unlike standard broadcast sta- 
tions, FCC points out, the high fre- 


quency stations will be licensed to 
serve a specified area in square 
miles and efforts will be made to 
keep the radius of service of sta- 
tions in a particular location as 
comparable as possible. 

Quick development of high fre- 
quency stations is sought by the 
Commission in apportioning fre- 
quencies and directing operations 
so that as many homes as possible 
can be reached. The program serv- 
ice is required to carry presenta- 
tions particularly adapted to the 
new type of broadcast with a view 
to improving the type of radio serv- 
ice reaching the public. 

Commission requirements include 
a daily, except Sunday, minimum 
operating schedule of at least three 
hours during the day and three 


hours at night. Also one nour each 
day and one hour each night must 
be devoted to programs other than 
standard broadcasts, that is, pro- 
grams not duplicated at the same 
time in the same area. 


Both Facsimile, Aural 


Under the high frequency plan 
authority can be granted to high 
frequency stations for both fac- 
simile and aural broadcasts. The 
band of frequencies from 43,000 to 


50,000 ‘ilocycles is apportioned for 


service areas. One channel only is 
to be assigned to a station. 

As a safeguard against monopoly, 
provision is made that no person or 
group can control more than one 
FM or high frequency station in the 
same area. The Commission de- 


clares that control of more than 
six stations is inconsistent with the 
public interest. It explains that no 
person or group may control more 
than one station, “except upon 
showing that such operation would 
foster competition or will provide 
high frequency broadcasting serv- 
ice distinct and separate from ex- 
isting services, and that such oper- 
ation would not concentrate control 
in a manner inconsistent with pub- 
lic interest, convenience, or neces- 
sity.” 

Installation of transmitters is not 
to be authorized with a maximum 
rated power more than twice the 
operating power of the station. 
Rules applying to standard broad- 
cast stations will apply largely for 
high frequency stations in employ- 
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145.777 


Still Going Up! 


ALL TIME HIGH 
152.250 


Estimated average 
for six months end- 
ing June 30, 1910 


(Rate Based on 130,000 A. B.C.) 


December 31.1939 A.B.C, 


WITHOUT BENEFIT 


OF STIMULANT 


A steady circulation growth of over 


18,000 in the past 15 months. A natural 


demand for The New Yorker which 


results in additional sales of the goods 


and services advertised in its pages. 


THE 


NEW YORKE 


No. 25 WEST 43n0 STREET 
NEW YORK, N. Y. 


——— 


ing transcriptions, in methods of 
making announcements, and other 
routine. 

Applications are not to be con- 
sidered until the engineering stand- 
ards and the new forms are ready 
The new rules just announced wi!! 
be supplemented by Standards of 
Good Engineering Practice for Hig 
Frequency Broadcast Stations du 
this week. Application forms ar: 
to be available shortly. 

In carrying out the principles s¢ 
forth in the Commission’s recent re 
port following enthusiastic prais 
for FM at the frequency modula 
tion hearing, the band of frequen 
cies extending from 43,000 to 50,000 
kilocycles is apportioned for servic 
areas in the following manner: 

For cities or towns with a tota 
population of less than 25,000 ex 
clusive of adjacent rural areas, as 
signed channels are 48,900 to 49,90: 
at 200 kilocycle intervals. This clas 
of station will have a service are: 
not to exceed 500 square miles ex 
cept where definite need for 
greater area is shown and no objec 
tionable interference will result. 


Assigned Channels 


To serve populations of 25,000 o 
more within areas of less than 3,000 
square miles, assigned channels are 
from 44,500 to 48,700, also at 20/ 
kilocycle intervals. In this class 
the applicant must specify a service 
area which shall comprise either ; 
metropolitan district, a city, or 
particular district having common 
cultural, economic, geographical o1 
other characteristics to justify 
service to the area as a unit. 

For areas in excess of 3,000 
square miles, there are six channels 
assigned between 43,100 and 44,300 
Here the applicant can serve two o1 
more large cities or metropolitan 
districts and a large adjacent rural! 
area; or, in exceptional cases, one 
city or metropolitan district and a 
large adjacent rural area. 


Schoneman-Hening Takes 
Over Wise Accounts 


All accounts formerly serviced by 
Wise Associates, Philadelphia, will 
be handled by Schoneman-Hening 
Agency, Philadelphia, since Stanley 
A. Wise Jr., of Wise Associates, 
has been made advertising manage! 
of Harry Kaufman, Inc., Washing- 
ton, D. C., department store. 

The Wise publication, “Platter 
Patter,” will continue to be pub- 
lished under the name of Wise As- 
sociates with offices at the Schone- 
man-Hening Agency 
Abandon Operation of 
Liquor Ad Machines 

Operation of liquor advertising 
machines in state stores at Man- 
chester, Nashua and Concord, N. H 
has been discontinued by the Se- 
lective Display Corporation § since 
only one distiller, Continental of 
Philadelphia, advertised in the ma- 
chines during the two months they 
were in operation. 

There was considerable disput 
as to the legality of the machine 
and the fact that the state was t 
get a return from their operation 
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Home Economists 
Plan Consumer 
Test of Labeling 


To Study Reactions 
to Various Types of 
information 


Cleveland, June 28.—The Amer- 
ican Home Economics Association 
is going to deal itself a hand in 
the long-standing feud between the 
National Canners Association and 
certain government bureaus’. by 
proving or disproving the thesis that 
grade labeling is not wanted by the 
public and that its use reduces de- 
mand for canned goods. 

This assertion was made by Ruth 
O'Brien, chief, division of textiles 
and clothing, United States Depart- 
ment of Agriculture, at a “standard- 
ization dinner” of the association 
last night. Arrangements are being 
made, Mrs. O’Brien said, for tests 
of informative labeling by various 
types of retailers, so that the asso- 
ciation will have definite informa- 
tion on the reaction of consumers. 
Other products will undergo the 
same tests. 

The association is also cooperating 
with the American Standards Asso- 
ciation in the development of 
standards for all types of consumer 
goods, Mrs. O’Brien said. She takes 
the viewpoint that no product is 
beyond an exposition which will 
give the consumer information on 
essential qualities. 


Want Vitamins Labeled 


The food and nutrition division 
met Tuesday and agreed that vit- 
amin content should be stated on 
labels. Producers of quick frozen 
foods have a particularly attractive 
vitamin story to tell, it was reported, 
since this method retains the vit- 
amin content of most foods. 

Informative labeling again held 
sway in the textiles and clothing 
division Thursday morning, as new 
processes and materials were said 
to offer new opportunities in this 
direction. 

Margaret Furry, U. S. Bureau of 
Home Economics, described some of 
the new types of fabric finishes 
which have proven their superiority 
over old ones which disappeared 
with the first laundering. Miss 
Furry said that new chemicals and 
processes endow fabrics with desir- 
able qualities which they do not 
possess naturally, such as better ap- 
pearance or greater utility. 

By the use of the new materials 
and methods, she said, fabrics may 


CERAMIC 


DUSTRY 


In Building 


from manufacture 
to application ~— 


A GROUP of publica- 
tions responsive to 
every trend in building. 
Reporting, interpreting, 
advising, creating. Pooling 
industry-wide contacts to 
form a uniquely effective 
publishing unit. 


INDUSTRIAL PUBLICATIONS, INC. 
8? £ VAN BUREN STREET, CHICAGO 


be made crease-resistant, water-re- 
sistant, spot and perspiration-resis- 
tant, fire-resistant, etc. Informative 
labels should inform the buyer of 
these special qualities, how long 
they will endure, and what care is 
required to preserve them. The 
bureau is studying the results of 
various special finishes and how 
they stand up under laundering. 


Renaissance of Cotton 


Furthermore, the Bureau, Miss 
Furry said, is taking cognizance of 
the loss of cotton markets to the 
United States by developing new 
styles and designs, in conjunction 
with the cotton utilization program 
of the Department of Agriculture. 
The Bureau has conceived many 
new designs for cotton hosiery for 
various occasions and costumes. Fin- 
ishing again comes into the picture, 
since the Bureau believes that under 
certain conditions, American women 
will prefer cotton to silk hose. The 
Bureau is concerned not only with 
appearance, but other properties 
such as elasticity, bursting strength 
and water repellency. Some treat- 
ments have greatly extended the 
life of these qualities. 

In tune with this program, the 
American Home Economics Associa- 
tion designated Thursday as “Cotton 
Day,” all members affecting cos- 
tumes made in part or completely 
of cotton. The Southern delegation 
displayed the greatest ingenuity 
along this line. 

Dr. Gladys Branegan, dean of the 
division of household and industrial 
arts, Montana State College, was 
elected president of the association, 
succeeding Prof. Helen Judy Bond, 
of Teachers College, Columbia Uni- 
versity. 


NRDGA Tie-up 
Considered by 
Display Group 


Detroit, June 26.—Preliminary 
steps looking to affiliation of the 
International Association of Display 
Men with the National Retail Dry 
Goods Association were taken at the 
43rd annual convention held here 
this week. 

The convention authorized Erwin 
Hiffman, chairman of the board of 
directors, to appoint a committee of 
three to meet with President J. B 
McCann and Managing Director 
J. L. King for the purpose of ex- 
ploring all angles in connection 
with the proposed affiliation. After 
this committee has reported, direc- 
tors will make their recommenda- 
tion and the question then will be 
referred to a vote of the member- 
ship. 

Joseph E. Hanson, of the NRDGA 
sales promotion division, who ad- 
dressed the convention on the open- 
ing day, said that the question of 
admitting the display men had been 
approved by the board of directors 
of his organization, which already 
comprises various groups such as 
controllers, sales promotion and ad- 
vertising, credit, personnel, delivery, 
traffic and store management. 


Prizes Awarded 


More than 1,000 photographs of 
window displays were entered in 
the contest which is an annual fea- 
ture of the convention Grand 
champion prize and also the sweep- 
stakes in the men's and boy’s wear 
division went to George Wagner, of 
the Brandeis Store, Omaha, Neb 
W. Gilbert Brown, Philadelphia 
Electric Company, won the sweep- 
stakes in the utilities division and 
Richard A. Staines, Vandever Dry 
Goods Company, Tulsa, Okla., won 
the sweepstakes in the ladies ready- 
to-wear division 

The convention voted to award 
a certificate annually to the national 
advertiser who showed the “mest 
distinguished achievement in the 
application of noteworthy design in 
the field of contemporary display 
and for valuable dealer display co- 
operation.” A committee of three 
was appointed to select the winner 


Develops Display Board 

A new type of processed display 
board, called Flexit, which can be 
made to assume a variety of differ- 
ent shapes, has been developed by 
Greggory, Inc., Chicago 
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There is a large and important segment 
of the Pacific Coast Market Area that's 
unique in several ways. It's the Salt 
Lake Market Area, with a population 


of more than three-quarters of a million. 


It's unique in that it is 500 to 800 
miles away from all other Pacific Coast 
centers. 


It's unique in that it is substantially 
served by one metropolitan newspaper 
—The Salt Lake Sunday Tribune—with 
a circulation of more than 100,000. 


In the unshaded area above, the 
Pacific Coast 
carrying American Weekly and This 


Sunday newspapers 


(The Sunday Salt 


—— 


National Representative: 
Reynolds-Fitzgerald, Inc. 


NEVADA 


PEOPLE 


ARIZONA 


@ PHOENIX 


te 
UNIFIED “BIG CITY” 
- MARKET 


785,974 


, 


SUBSTANTIALLY SERVED 
— BYONE 
"PUBLICATION 


Week give family coverage, but in the 
shaded area—a distinct trade area but 
part of the great Pacific Coast region 
—their coverage is negligible. In this 
latter area, however, The Sunday Salt 
Lake Tribune does a substantial family 
coverage job. 

For example American Weekly has 
14,925 circulation, This Week has 4,584 
in the Salt Lake Market—compared to 
more than 100,000 for the Sunday 
Tribune. 

That's why The Sunday Tribune must 
be included in any advertising plan de- 
signed to really cover the great Pacific 
Coast Market Area. 


Lake Tribune 


Color Representative: 


Member, Associated Weekly 
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New Program for 
Lifebuoy; Shift 
Westinghouse Show 


New York, June 26.—Lever Bros. 
Company will launch a new pro- 
gram, “The Adventures of Mr. 
Meek,” July 10. In behalf of Life- 
buoy, the comedy-drama will be 
aired Wednesday from 7:30 to 8 
p. m. over 63 stations of the Colum- 
bia Broadcasting System. William 
Esty & Co. is the agency. 


Shifts Americana Show 


Westinghouse Electric & Mfg. 
Company will shift “Musical Amer- 
icana,” now broadcast from Pitts- 
burgh on the Blue network of the 
National Broadcasting Company 
Thursday at 8 p.m., to a split Red 
and Blue network Tuesday at 9 p.m. 
beginning July 2. Effective with 
the change in time and network, the 
half hour show will be aired from 
New York. Under the new set-up, 
the musical show will follow “In- 
formation Please,” sponsored by 
Canada Dry Ginger Ale, Inc. The 
number of stations remains at 102. 


Fuller & Smith & Ross handles the | 


account. 


Music for Sherwin-Williams 


Sherwin-Williams Company will 
sponsor the “Metropolitan Audi- 
tions of the Air” for the sixth year 
beginning Oct. 20. The program 
will be heard at the usual time, 
Sunday from 5:30 to 6 p.m., on an 
NBC Red network of about 50 sta- 
tions, Warwick & Legler handles 
the account. 


Pot O’ Gold Expands 


Lewis-Howe Company will add 


16 stations, making a total of more | 


than 116, to the NBC Red network 
for “Pot O’ Gold” on July 4. The 
program, in behalf of Tums, is 
broadcast Thursday from 8:30 to 9 
p.m. Stack-Goble Advertising Ag- 
ency handles the account. 


Broadens Newscasts 


General Cigar Company 


broadcasts, making a total of 71 sta- 
tions of the Mutual 


Owl cigars Monday and Friday from 
10 to 10:15 p. m. J. Walter Thomp- 
son Company is the agency. 


Texas Cuts Length 


Texas Company will reduce the 
time for the “Texaco Star Theater” 
from one hour to a half hour begin- 
ning with the broadcast July 3. The 
variety show will be aired from 9 to 
9:30 p.m. Wednesday instead of 
from 9 to 10. Number of CBS sta- 
tions, 88, remains the same. Bu- 
chanan & Co. directs the account. 


Show for Dorothy Thompson 


Regional Broadcasters Associa- 
tion, a cooperative group, will spon- 
sor Dorothy Thompson in a news 
broadcast beginning Sept 29 
Thompson will be heard Sunday 
from 7:30 to 7:45 p. m. on an NBC 
Blue network of from 35 to 40 sta- 
tions. Stockton, West & Burkhart 
is handling the account. 


Elmer Davis Switches 


has | 
added eight stations to the network | 
for Raymond Gram Swing’s news| 


Broadcasting 
System. Swing is heard for White | 


Miss | 


O'Rourke Heads ICMA 

| Clem D. O’Rourke of the Cleve- 
|land Press has been elected presi- 
| dent of the International Circulation 
|'Managers’ Association, succeeding 
Donald R. Davis of the Birmingham 
News and Age-Herald. Other offi- 
cers are Ralph B. Cowan, Toronto 
Star, 1st vice-president; M. J. Sul- 
livan, Gannett Newspapers, Roch- 
ester, N. Y., 2nd vice-president; L. 
W. McFetridge, Tulsa World, secre- 
tary-treasurer; and James F. Jae, 


St. Louis Democrat, convention sec- | 


retary. 


Now Rapid Electrotype 

The Philadelphia Mat and Plate 
Company will be known as Rapid 
Electrotype Company after July 15. 
The company is a branch of the 
Rapid Electrotype Company of Cin- 
cinnati. 


‘New York News, 
First Tabloid, 


‘at Virile 21 


average of 115,000 copies daily dur- 
ing the first month, circulation 
dropped to 27,120 during July and 
26,635 for August. Thereafter, how- 
ever, the steady rise began. By 
1926 circulation was 1,000,000 cop- 


New York, June 26.—The Ameri-| ies daily; in 1934 the daily average | 


| 


| today when the 
News officially 


New York Daily 
celebrated its 21st 
birthday as the pioneer of the 
small-size format. The occasion 
was marked by full-page advertise- 
iments in the 
Post, Sun and World-Telegram here 
and the Chicago Tribune and Bos- 
ton Globe. 

Relating the newspaper’s remark- 
able success story, copy recalled the 
‘first day’s circulation on June 26, 
/1919, as 150,000 copies. From an 


Journal-American, | 


can tabloid newspaper came of age | was 1,500,000; and for May, 1940, 


the average exceeded 1,950,000. The 
Sunday News met with similar suc- 
cess, the latest figure of 3,500,000 
being the largest net paid circula- 
tion in the world. 

In addition to its tabloid pioneer- 
ing, the News achievements de- 
scribed in the copy included empha- 
sis on pictures and brief text; 
mechanical transmission of pictures; 
and many mechanical, photo-en- 
graving and rotogravure develop- 
ments. 


Atlanta Plans Fall 
Tourist Campaign 
An advertising campaign aimed 
at tourists is being planned by the 
tourist committee of the Atlanta 
Chamber of Commerce for this fa}! 
An illustrated folder is planned, 
among other things. 
Several Atlanta organizations are 
cooperating with the committee 
plans for the drive. 


Fawcett Names Baker 


Fawcett Publications, Inc., New 
York, has appointed Lynn Bake; 
Company, New York, as its counse| 
in the syndicate store field. A field 
study, to determine the individua! 
customer value of families by wag 
and income scales, will be started 
immediately. 


| 


This is the memorable 
Mr. Snort. He fumbles, 
grunts and blasts his 


way through the day’s 


Gillette Safety Razor Company, 
which has been sponsoring “Elmer | 
Davis and the News” on Friday and | 
Sunday, will sponsor the program | 
Friday and Tuesday from 8:55 to| 
9 p. m., beginning July 2. Davis | 
will continue to be heard on 88 CBS 
Stations. Maxon handles the 
count. 


work. The energy he 
misdirects in one week; 


would adequately sus 


ac- 


tain another executive 


Mrs. Stewart Heads Papers 

Directors of the Observer Pub- 
lishing Company, Washington, Pa., 
have elected Mrs. John L. Stewart | 
as president to succeed her husband, 
founder of the company and edi- 
tor and publisher of the Observer 
and Reporter, who died recently. | 
Other officers named are: Howard 
L. Christmas, vice-president; Grace | - ae i 
Gessford, secretary-treasurer, and | ; p . 
James S. Lyon, general manage1 


for one year. 
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July 1, 1940 


ADVERTISING AGE 


Portable Radios | 
as Big as a Book 
Promoted by RCA 


New York, June 27.—Portable 
radios that can be carried as con- 
veniently as cameras became a re- 
ality today when RCA Mfg. Com- 
pany began promotion of its new 
pook-size sets. At least two other 
companies, it was learned, are pre- 

red to introduce similar models. 

Dubbed the “personal radio,” the 
RCA set is priced at $20 complete 
with batteries. It measures 3{4” x 


873” x 3”, and weighs 4!2 pounds. 
A shoulder strap for carrying is 
offered at slight extra cost. 

Announcement copy employing 
large space in newspapers here was 
placed by the manufacturer. Sub- 
sequent promotion will consist of 
dealer insertions. For the present 
the sets will be marketed only in 
this area, but distribution elsewhere 
with expanded advertising is ex- 
pected later. Lord & Thomas has 
the account. 

National Carbon Company, which 
developed a special battery to fit 
the RCA set, also used newspaper 
advertising to feature its new 
product. Called the Eveready 


Mini-Max “B” battery, it was ad- | 


vertised here today as “the most 


revolutionary battery ever built.” |revealed to distributors that sales | agency as an art director. 


Copy claims “it lasts longer than 
ordinary batteries twice its size,” 
and suggests that the new type be 
used as a replacement in regular- 
size portables. Eveready advertis- 


ing is handled by J. M. Mathes. 
Plans for further promotion in 
other areas have not been laid as 
vet. 


Emerson Also Ready 


At its distributor convention here 
this week, Emerson Radio & Phon- 
ograph Corporation also unveiled a 
“personal” model. Emerson adver- 
tising, however, will continue to 
feature regular-size portables, Miss 
E. P. Solow, advertising manager, 
told ADVERTISING AGE. 

Ben Abrams, Emerson president, 


of the 1940 line have been 25 per 
cent ahead of last year. Promotion 
of the 1941 line introduced this 
week will be increased about 50 
per cent, with most of the extra 
money being used in cooperative 
newspaper advertising. Magazines 
and radio are also scheduled. Buch- 
anan & Co. has the account. 


Ferguson to BBD&O 


Charles H. Ferguson, formerly, 
with Erwin, Wasey and Knox 
Reeves, Inc., Minneapolis, The 


American Weekly and The Satur- 


day Evening Post, has joined the 
Minneapolis office of Batten, Bar- 
ton, Durstine and Osborn, as ac- 


count executive. Allen D. Reinert, 


formerly of Geyer, Cornell, and 
Newell, Chicago, has joined the 


brought to each task. 


This is the cool paragon of directed, 
concentrated effort. By planning his 


work, he multiplies the energy 


the same goes for POWER! 


EVERYBODY KNOWS THAT the easier a station is to get the greater is the 


possibility of more people listening to that station. 


That’s merely common-sense. But equally sensible is a fact that isn’t always 
thought of—listeners find it easier to get WOR because its 50,000 watts are 


uniquely directed to reach more homes with radios— more powerfully —than any 


station anywhere. 


For WOR’s directive-array system concentrates its 50,000 watts on population 


centers—cities containing the most radio homes, not country corners. It tucks its 


power away from the ocean on the East and the sparsely populated portions of 
those states on the West. WOR’s 50,000 watts 


are multiplied more than two times. 


They are specifically designed to reach the 


greatest group of listeners in America 


with the most power! 


that power-full station— 


Opens Door for 
More Testimony in 
‘Good House’ Case 


Washington, D. C., June 25.—A 
tentative ruling by FTC Examiner 
Ballinger in the Good Housekeeping 
hearing held at Washington today 
may result in once again throwing 
the case wide open for more testi- 
mony. Hearst Publications’ counsel 
entered objection to testimony and 
exhibits concerning Good House- 
keeping’s policy and activity before 
it became incorporated under the 
Hearst Publications standard. Bal- 
linger’s ruling left the issue unde- 
cided, but did assure Hearst oppor- 
tunity to present rebuttal evidence 
if the Commission's evidence is al- 
lowed. 

Subsequent to this decision the 
hearing was adjourned to reconvene 
again July 11 in New York City. 
At that time the issue will be fi- 
|nally ruled upon. If the evidence 
is allowed to stand, Hearst will ask 
more time to prepare rebuttal evi- 
|dence and call new witnesses. 
| The FTC’s acceptance today of 
| the petition of the American News- 
|paper Publishers Association to in- 
jtervene in the case may also 
|lengthen the hearings considerably. 

Today's hearings centered chiefly 
around the Cumberland, Md., case 
in which three persons were poi- 
soned supposedly as a result of 
eating corned beef which bore the 


|Good Housekeeping seal of ap- 
proval. 
Once again the much-argued 


question of what the Good House- 
| keeping seal means was brought up 
, over the objections of the Hearst 
}counsel, but from evidence given it 
| did not appear that the canned meat 
had been purchased because of the 
|Good Housekeeping seal. The FTC 
|rests its case in this phase of the 
| case on the grounds that poison vic- 
|}tims had placed faith in the Good 
Housekeeping label and that Good 
| Housekeeping has placed its seal on 
products without adequate testing 
jot the product. 


Pa. Lieues Board 
Fixes Prices at 
Which It Will Buy 


Harrisburg, Pa., June 25.—Penn- 
| sylvania’s liquor monopoly system 
| announced today that it would arbi- 
| trarily fix prices at which it would 
| purchase liquor from distillers and 
| vendors effective July 1 when the 


additional federal tax of 75 cents 
|per gallon on distilled spirits in- 


creases federal taxes on liquor to 
$3 per gallon. 

The price will be fixed by uniform 
jaddition of the tax to prevailing 
prices being paid by the Pennsyl- 
vania Liquor Control Board, accord- 
ing to board secretary Thomas D. 
Frye, who said the board-fixed 
prices would remain effective for 
about six weeks 

About the middle of August a new 
state store price list will become 
effective and at that time distillers 
may submit quotations from which 
the board will establish new retail 
prices. New prices at that time will 
not be restricted to tax increases 
so far as the monopoly system is 
concerned, Mr. Frye indicated 

A supplemental price list, bearing 
a uniform price increase on a sched- 
ule not yet determined, will be 
issued by the board to its 580 retail 
stores on July l The board said 
‘it had not decided whether or not 
to include the additional tax as part 
of cost and mark it up accordingly. 
Present mark-up rates are: whiskey 
and gin, 55 per cent; wine, 50 per 
cent, and imported merchandise, 60 
per cent 


Form Advertising Guild 


W. Harold Stockburger and 
Henry Lionel Williams have formed 
the Advertising Arts Guild with 
offices at 424 Madison avenue, New 
York. Services offered will include 
sales promotion, publicity, creative 
ideas and display art 
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ADVERTISING AGE 


July 1, 1949 


New G-E Slide Film Out 


General Electric Company has 
released a new third dimension slide 
film on automobile lamps entitled, 


‘Versatile Sales 
Mate’ Is Tag for 


“A Million Dollar Market.” It was 4 Sas 
produced by United Motion Pic- Mail Advertising 
tures, Cleveland Chicago, June 25—Direct mail as 
2 the ‘versatile sales mate” was the 
Issues Resort Edition general theme of the all-day session 
The Gazette, Janesville, Wis., of the Direct Advertising Confer- 


issued a 62-page paper June 12, 48 
of the pages being printed in tab- 
loid form and representing the third 
annual “Land of the Blackhawk” 
resort edition. 


Promoted at KDYL 

New promotions reported at 
KDYL, Salt Lake City, include 
Emerson S. Smith, program direc- 
tor; John Woolf, assistant to the 
program director, and Douglas 
Gourlay, chief announcer. 


ence held here today. 

Emmons C. Carlson, promotion 
manager, central division, National 
Broadcasting Company; Charles 
Gould, promotion manager, Chi- 
cago Herald-American; and William 
R. Pelkus, circulation director, 
Newsweek, reported on various 
uses of direct mail by their media 
at the morning while L. 
Rohe Walter, advertising manager, 
The Flintkote Company, New York, 


session, 


explained its use by his company in 
building better relations with em- 
ployes, stockholders, the trade and 
the public. The session wound up 
with a report on the Washington 
scene in relation to advertising by 
Eugene S. Robb, Washington repre- 
sentative of Hearst Enterprises. 


Discuss Other Uses 


In the afternoon the group turned 
to other uses for direct mail, out- 
lined by James B. Keithley of 
Montgomery Ward & Co.; Howard 
D. Valentine, Peoples Gas Light & 
Coke Company, Chicago; and A. H. 
Belfie, director of merchandising 
for Buick. Mr. Keithley maintained 
that department stores are not giv- 
ing intensive enough cultivation to 
their prime customers—the charge 
and time buyers—and _ suggested 


more adequate use of direct mail as 
one obvious remedy. Mr. Valen- 
tine presented a case history built 
around the issuance of a “Fact 
Book,” built around actual experi- 
ences of users of gas heaters. This 
Was so successful in overcoming ap- 
prehensions about the high cost of 
operation of the heaters that the 
same technique was used in connec- 
tion with other appliances. 

Mr. Belfie declared that Buick 
uses direct mail as a mop-up force 
to follow up, support and localize 
its national effort, and also to keep 
the showroom visitor warmed up. 


Reviews War Effects 
The effects of the war on direct 
advertising were reviewed by 
Thomas Quinn Beasley of the Na- 
tional Council on Business Mail, Ince. 
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‘First Step In Great Program, Darden Says. 


Navy Yard Assured Of Capacity Work 
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Navy Orders p= Sen 


Work Divided Sebaten’ 
Commercial And 
Navy Yards 


Washington, June 12.—4 7) 
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— Canstruction of a 
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illed Men Needed On| 
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| COreS Called and a continual stream of more Men pour into 
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“Fine in ‘39, Even Better for 40"... That was the January 
prediction for Norfolk,Va. However, the unprecedented 

activity in this entire Tidewater area surpasses all expectations 
making Norfolk truly “7he Bright Spot That Knows No Le? lp." 


Norfolk Virginian-Pilot, Morning and Sunday..... Norfolk Ledger-Dispatch, Evening Except Sunday 
NORFOLK NEWSPAPERS, INC... - THE JOHN BUDD COMPANY » National Representatives 
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AT AFA MEET 


Gen. Hugh Johnson and Paul Garreti 

discuss an interesting point just befor: 

the fire-breathing general let loose a: 
the annual banquet Monday night. 


CHEERFUL NOTE 


H. G. Moock, Plymouth vice-president, 
talking at the newspaper luncheon. 


MAKING A POINT 


Sie 2 


Kenneth Dameron, Ohio State University, 
and Harold Ross, Indianapolis, discuss an 
interesting point between sessions. 


NORTH AND SOUTH 


C. E. Phillips, Rockford Star and Regis 
ter-Republic, and Aubrey F. Murray, ad 


vertising director, New Orleans Time 
Picayune, at the newspaper meeting 


Haise Heads Ad Club 


Walter Haise, Pohlman Stud 
Inc., has been elected president 
the Milwaukee Advertising C! 
succeeding A. G. Heinmiller, Am« 
ican Paper Products Company. C 
ton Thorne, Addressograph S: 
Agency, has been named vice-pre-'- 
dent; Milton Faber, Badger Pant 
Stores, secretary; Gus. A. Tres! 
Milwaukee Gas Light Comp 
treasurer Directors are F: 
Bercker, Advertising Art Stud 
Ray Cerlette, Ed. Schuster & 
Robert K. F. Drew, Milwau ee 
Journal; Einar Gustad, Jewett & 
Sherman; and Hiram Hascall, e 
Heinn Company. 


Elect Worthington Head 


Arthur W. Worthington has ben 
elected president of Pittsburgh 
Limestone Company, subsidiary ‘ 
United States Steel Corporation. % 
succeed MacGilvray Shiras, 10 
retired June 1 
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BMI Points to 
Gains in War on 
ASCAP ‘Monopoly’ 


Radio Sales Managers 
Hold Busy Sessions in 
Chicago 


June 


Chicago, 25.—Steadily in- 
easing gains are claimed by 
Music, Inc., in its at- 


4 

Proadcast 
tempts to break what it terms the 
nonopoly” of the American Society 

Composers, Authors and Pub- 
shers in the matter of supplying 
ypyrighted music to radio broad- 
isting stations. The current pic- 
ture was drawn for the sales 

anagers’ division of the National 
Association of Broadcasters at the 

.FA convention here today by 
arl Haverlin, NAB director of 
tation relations. 

Out of 737 commercial stations, 
}MI now has signed 312, or 43 per 
he said. Of the National Broad- 

sting Company affiliated stations 

115, or 63 per cent are in BMI; 
78 Columbia affiliates (63 per cent) 
ere in, and 34 of the Mutual 
(34 per cent) are listed. 

Efforts to line up the independent 
stations have been much slower 
than with network affiliates, accord- 
Mr. Haverlin, but he 
pressed confidence that the advan- 
tages of membership eventually 
would improve this picture from 
the standpoint of BMI 


ia % on — ~~ 


sta- 


tons 


ing to eX- 


Buy Catalog Rights 
Various 
being 


music catalog rights 
bought up by BMI to build 
its source of supply and one hit 
type tune is being issued daily 
Mr. Haverlin explained that by hit 


are 


type tune he meant a tune which 
possibly may become a hit. “Hits 
are born on big commercials and 


plugged into popularity by remote 
control dance bands,” he observed 
Claims to ownership of millions 


of music copyrights on the part of 
ASCAP were disputed by Mr 
Haverlin, contending that it more 
likely was in the thousands He 
quoted figures to show that music 
which attains overwhelming popu- 
larity represents only a very small 
percentage of selections For in- 
stance, 83 per cent of all music 
performances on the air are repre- 
sented by approximately 2,500 


selections, or 12 per 
selections used by 
And of these 2,500 selections about 
100 furnish 47 per cent of all 
musical performances 

“The combined industry, and by 
that I mean advertisers and broad- 


cent of all 
broadcasters 


casters because they are inextri- 
cably linked, wants to be able to 
buy what music it pleases, where 
it pleases in a free market where 


competition will be exercised,” said 


Mr. Haverlin. “We don’t want, as 
an industry, to use composers’ music 
Without making payments. BMI is 


now working out a method for 
payment to composers and lyricists 
f use of music.” 
Sees Music Market 
Mr. Haverlin cautioned his li 
teners against underrating the bril- 
liance of BMI’s opponents. With 
t cooperation of the broadcasting 
iustry he expressed confidence 
that a real music market would be 
tained. He pointed out that the 
Colonial Network in New England 
a ruling that every remote 
Control program must have at least 
BMI tune, and mentioned 
ps being taken to avoid the 
( rge that the broadcasting sta- 
ns are exercising any restraint of 


de in their development of BMI 
Villiaam R. Cline of WLS, Chi- 
0, chairman of the sales man- 
rs’ committee of NAB, who 
ided, mentioned the work being 
e by Sam Henry of NAB in 
ting up an informational bureau 
broadcasters which would func- 

in a manner comparable to 


Media Records 
dward M. Kirby. director of 
Public relations for NAB, said that 


a formula had been worked out for 
radio stations in case of any possible 
emergency He pointed out that 
radio with its large audiences would 
fill an important place from the 
standpoint of public morale and 
military requirements in any war 
emergency 


In case of an air invasion, for 


instance, Mr. Kirby noted that New 
England radio stations would be 


blacked out immediately to prevent 


the air waves from being used to 
guide enemy planes. He brought 
out that the radio act gives the 


President the right to take 
radio in case 


over all 
of an emergency 


radio's 
war 
said, 


reporting of the 
when it first began, 
but the splendid 
since then has virtually 
adverse comment. 
Broadcasting of the political con- 
vention proceedings is being done 
without cost to the political parties, 
he noted, and expressed the grati- 
tude of the broadcasters to adver- 
tisers for being allowed the use of 
advertisers’ time. He pointed out 
that a formula had been worked out 
su that broadcasters could definitely 
specify which political broadcasts 
must be paid for, such as individual 
speakers or announcements. 


European 
Mr. Kirby 
job done 
wiped out 


Welles 
radio 
States 


by men 


broadcast in 


listeners 
actually 
from 


was 


Mars 


fact that it was purely 


tion was explained frequently 
during the program. This circum- 
stance brought a new quip into 
being, ifr. Kirby said, pointing out 
that perf rmers used to like to “lay 
em in the aisles; now they like 
to “run ‘em to the hills.” 
Huffman to Judd 

James V. Huffman, former vice- 


president of Chappelow 


which 
thought 
being 
although 
a dramatiza- 


the 


Advertising 


many 
United 
invaded 
the 


Stone-Tarlow to Levy; 
Plan Fall Campaign 


Stone-Ta 
Brockton, 
shoes has 


Levy Organization, 


to handle 
paign to b 


wil be followed with the 


in early fa 
national a 


consumers, 


Inc.., 
men’s 


rlow Company, 
Mass., maker of 
appointed the Raymond 
Inc., New York, 
promotion cam- 
July. This 
launching 
ll of the company’s first 
dvertising campaign to 
using four magazines 


a trade 
e released in 


Stores will be supplied with cam- 


paign mate 


Rothschild 


Burlington to Mathes 


rial for local use. C. L 
is account executive 


7 ; Company and prior to that assistant The Burlington Corporation, 
‘ " , , Undue emotionalism in the dra- — tthe ga : ee es 
Charge Sensationalism abies f litical c sales manager of KMOX, has be- weaver of rayon fabrics and mix- 
iii aaa matization of political campalsns come associated with the Sam P. tures, has appointed J. M. Mathes, 
There were some charges of sen- was frowned upon by Mr. Kirby. Judd Advertising Company inc., New York, as its advertising 
sationalism in connection with He referred again to the Orson account executive agency 
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KFBI covers Kansas like Grand- millivolt counties as any other Wichita based on mail received during the first 
, a) oe if: laims!'! *. . . it 3 
pa’s famous Red Flannels radio station c two months of operation in Wichita mi 
covered him... ‘rom head to os To do a bang-up, effective selling job “ 
heel In addition, you get a great PLUS g-Up:. g 4 


And, KFBI's coverage will warm 
up your sales in Kansas in just 
the same, sure-fire way the red 


COVERAGE (not shown on map) which 
brings volume mail regularly from all 
the other counties in Kansas ... PLUS 
more than 35 counties in Oklahoma 


flannels warmed up Grandpa 


... for KFBI is STAFFED FOR 


SELLING! 


The .5 millivolt contour 


shows how KFBI covers Kansas 
and northern Oklahoma. 
counties lie within this area... 
nearly 250,000 radio homes are 


in these counties. n 


nearly twice as many half 


above 


52 


that is 


5000 WATTS on 1050 Ke. . 
and Kansas State Network. " Represen 


WicHITA 


Pioneer Voice of Kansas 


in Kansas at least cost, put on the “Red k 
Flannels” of KFBI's intensive coverage : 
of this great, prosperous market. eee 
Let KFBI go to work for YOU! 


Affiliated with Mutual Broadcasting System 


ted by Howard H. Wilson Company. 
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Advertisers Hold 
All-Day Session; 
Cover Many Topics 


Chicago, June 25.—Striking a del- 
icate balance between retail and 
national subjects and speakers, the 
all-day departmental held for na- 
tional and retail advertisers here 
today in conjunction with the AFA 
convention heard discussions of 
many phases of advertising activity. 

The session opened with a chart 
talk by Lyndon O. Brown, director 
of research for Lord & Thomas, 
Chicago, who pointed out that it is | 
impossible to rely upon genius in 
advertising any longer, simply be- 
cause genius makes mistakes. Fac- 
tual knowledge, gained through 
sound techniques, must form the 
basis for all merchandising and ad- 
vertising effort, he said, pointing 
out that one of the major problems 
facing advertising currently is that 
all purchases are now much more 
casual than they were a generation 
ago, and that as a consequence it 
is much more difficult to secure 
attention for a sales story. | 

The war has demonstrated what | 
is also perfectly true in advertising 
and marketing, he said—that what 
may have been best five years ago | 
may no longer be worth anything. | 


| 
| 
| 


Department Stores Discussed 


The department store problem, 
W. T. White, sales manager for | 
Wieboldt stores, Chicago, told the | 
conference, is a very simple one— | 
“all we need do is sell our present 
customers a little more.” 

To accomplish this result, he as- 
serted, there is a great need for) 
evaluating those customers in terms 
of where they live, how much they 
have to spend, what they like, the 
character of the goods they want, 
etc. The ultimate goal of depart- 
ment store advertising should be to 
tell its story convincingly and ef- 
fectively to a particular family 
which represents the mass of fami- 
lies from which that store is able 
to draw its patronage. 

Mr. White made a strong plea 
for less “hysteria” in department 
store promotion. There should be 
less tendency to spend an abnormal 
amount of promotional dollars in 
attempts to sell goods at less than 
the regular mark-up, he contended, 
and more effort to sell “best sell- 
ers” at regular prices. 

“We must concentrate more and 
more of our efforts on the goods 
consumers want,” he said, “and that 
means advertised goods. Instead of | 
store-wide sales at no-profit figures, 
we must develop fewer sales based 
on price only, and increase sales on 


‘best seller’ items at reasonable | 
prices that yield a_ reasonable 
profit.” 

Labels, tags and displays must 


give enough factual material about 
products so that they can act as 


“silent salesmen” while the flesh 
and blood salesmen are occupied, 
Mr. White said, but advertising 


must continue to “give quick facts 
facts about how beautiful you'll 


look in this dress, madam. That’s 
not glamor to me,” he _ insisted, 
“that’s factual material that the 


buyer wants.” 
Urges Unity on Legislation 


The greatest contribution that 
any advertising practitioner can 
bring to advertising is the sponta- 
neous enthusiasm for the merchan- 
dise which he can transmit to the 
reader, M. Seklemian, advertising 
manager of Montgomery Ward & 
Co., told the group. Writing retail 
copy for 640 stores, and necessarily 
working four months in advance, 
makes that job much more difficult, 
he said. 

The “total lack of cohesion among 
those engaged in advertising man- 


agement and in advertising § in 
gathering facts concerning legisla- 
tion and court decisions” is an ex- 


tremely serious situation, George 
McMillan, secretary, Association of 
National Advertisers, told the 
group 
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W. T. White, sales manager, Wieboldt Stores, Chicago, was one of the speakers 


before the national and retail advertisers conference. 


The others are Knox 


Armstrong, Victor Adding Machine Company, and W. A. Jimison, Borden-Wieland. 


localized groups. So far as I have 
ever seen there has been no ex- 
change of information among these 
many associations as to legislation 
pending or passed and court deci- 
sions affecting advertisers and ad- 
vertising. There has been no con- 
certed action in informing legislators 
on the beneficial or pernicious ef- 
fects of proposed legislation. I have 
no reason to give as to why this is 
so, but it certainly is so. We in 
the ANA have tried to do our part 
in keeping our members informed. 
In all probability every one of the 
other associations is trying to do 
the same thing. It is not an easy 


task. . . Whose job is it to find out 
when such a bill is introduced? 
Whose job is it to disseminate in- 
formation concerning it? Whose job 
is it to go to Carson City, appear 
before the proper committee 
explain to them just what the ef- 
fects of the bill will be? 

“That’s something for you to 
answer. Distribution is under close 
scrutiny every day. Municipal, 
state and federal governments are 
hungry for revenue. Legislators 
who have to consider a thousand 
various types of measures cannot be 


and | 


expected to be experts on advertis-| 


ing or distribution. Unless business 


honestly and fairly to them we can- 
not expect them to get the true 
picture as we know it.” 


Audimeter Explained 


The afternoon session attracted 
an overflow crowd, composed in 
large part of radio representatives, 
to hear A. C. Nielsen explain the 
operation of the Audimeter, a de- 
vice which is hidden in home radio 
sets and which records the listen- 
ing habits of the set-owners. With 
the aid of an elaborate set of charts, 
Mr. Nielsen explained some of the 
interesting material which may be 
developed as a result of the use of 
this device, basing his facts on ex- 
perimental use of 200 Audimeters 
in the Middle West over a lengthy 
period. Use of the device is still 
in the experimental stage, Mr. 
Nielsen said, and his company will 
have invested $1,000,000 in it by 
the time it is placed on a fully com- 
mercial basis. 


Study Promotion Aids 


W. R. Kinnaird, advertising pro- 
motion manager, Institute of Amer- 
ican Meat Packers, explained with 


the aid of a sound-slide film how | 


that organization merchandised its 
recent pork sausage and liver sau- 
sage promotions, and L. L. Grisa- 
more, general manager, Arvey Cor- 
poration, outlined the reasons for 
the establishment of Point-of-Pur- 
chase Advertising Institute, Inc., 
and gave some of the results of re- 


tion. 

Contrary to general opinion, he 
said, drug stores are not receiving 
enough window displays, and as 
one consequence over 80 per cent 
of the displays they use stay in the 
windows for two weeks or longer 

The final speaker at the session 
was George Tilton, director of ad- 
vertising, Anheuser-Busch, Inc., 
whose talk is reported elsewhere in 
this issue. 

W. A. Jimison, Borden-Wieland, 
Chicago, was general chairman of 
the sessions. Knox Armstrong, ad- 
vertising manager, Victor Adding 
Machine Company, presided over 
the morning session, and Joe R. 
Collins, advertising manager, Libby, 
McNeill & Libby, presided in the 
afternoon. 


Hold Catalog Contest 


Weldon Roberts Rubber Com- 
pany, Newark, N. J., has selected a 
design for its eraser catalog cover 
from a catalog cover design contest 
open to students in art, architecture 
and drafting in which prizes of $50, 
$25, $15 and five of $5 each were 
given. Other prize-winning designs 
will be used in promotion. 


Morton Joins Vars 


John B. Morton has joined the 
copy staff of Addison Vars, Inc., 
Buffalo. During the past two years 
he has been associated with Kelly, 
Nason advertising agency in New 
York and previously was with Mar- 
schalk & Pratt advertising agency. 


The editorial layout will be spectacular—pro- 


fusely illustrated, with adequate text which will 


enable the reader not only to see the detailed 


operations but quickly read all about the fea- 


tures that are being presented. 


The magazine 


will be printed on the best super paper, and the 


illustrations will be reproduced by the use of 


quality engravings, which means that the mag- 


azine will not only be brim full of super service 


features, but will itself be a super job from a 


typographical and printing standpoint. 


Cov- 


ered in each and every issue will be the follow- 


ing functions: 
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Housewives Like 
Premium Policy of 
jewel Tea Co. 


chicago, June 25.—Faith in the 
nesty of the average housewife 
.¢ had a dollars and cents value 
- the Jewel Tea Company, Bar- 


~pgton, Ill, in its conduct of pre- 
aium advertising, according to 
x K. Lillien, purchasing agent of 


the company, who talked today on 
pleasing Mrs. Brown” before the 
premium Advertising Association 
soasiO? held in conjunction with the 
sdvert sing Federation of America 
convention here. 

Average housewives manifested 
‘heir appreciation to the company 
when premiums were advanced to 
‘hem with the first purchase instead | 
¢ waiting until sufficient coupons | 
had been collected in advance. To | 
jmplify the coupon record Jewel 
devised a card which obviated loss 
from misplaced, lost or destroyed 
coupons and, in addition, a calendar | 
on the back of the card was used 
for a running record of the custom- 
er’s account. 

Andrew M. Howe, associate editor | 
of Printers’ Ink publications, sum- | 
marized the following views on cash | 
or merchandise as premiums in a 
talk on “Hints for Sponsors of Con- | 
sumer Prize Contest”: | 

“First, merchandise has a strong 
advertising value. It can be sold | 
whereas cash is just cash and there | 
isn’t much you can say about it. | 


SPEAKERS AT PREMIUM MEETING 


K. K. Lillien, Jewel Tea Company; George H. Giess, Independent Grocers’ Alli- 
ance; and Howard W. Dunk, secretary, Premium Advertising Association, at that 
group's departmental. 


“Second, the sponsor can buy 
prizes at prices lower than those 
offered to consumers, thus getting 
more for the money than the win- 
ner could if given the cash. 

“Third, a wide variety of prizes 
can be offered, appealing to all sorts 
and kinds of people. 

“Fourth, there is a stronger fam- 
ity appeal to merchandise prizes 
and consequent broader interest in 
the contest. 

“Fifth, merchandise prizes have a 
longer life than cash and the win- 
ner is reminded of the event and of 
the sponsor after receiving the item. 

“Sixth, merchandise can _ be 
offered that is desirable but which 


is considered a luxury by many 
people and is worth trying to get 
without spending their own cash.” 


Blaine to Lewis School 


Robert F. Blaine, formerly with 
Edison General Electric Appliance 
Company and United Air Lines, has 
been appointed advertising-sales 
manager and registrar of the Lewis 
School of Aeronautics, Lockport, III. 


Joins National Gypsum 

William W. Wilson Jr., formerly 
engaged in sales and promotional 
work with Frederick Bros. Music 
Corporation, has joined the National 
Gypsum Company. 


Rowe Succeeds 
E. K. Hartzell as 
PUAA President 


Chicago, June 26.—H. J. Rowe of 
lowa Electric Light and Power 
Company, Cedar Rapids, la., was 
elected president of the Public 
Utilities Advertising Association for 
the coming year at the closing ses- 
sion of the association’s meeting 
here yesterday. He succeeds E. K. 
Hartzell of East Tennessee Light 
and Power Company, Bristol, Tenn. 

Al C. Joy, Pacific Gas and Elec- 
tric Company, becomes first vice- 
president; Clara H. Zillessen, Phila- 
delphia Electric Company, second 
vice-president, and Thomas H 
Spain, Public Service Electric and 
Gas Company, Newark, N. J., third 
vice-president. Mr. Spain is retir- 
ing as treasurer. 

Dale Remington, Wisconsin Pub- 
lic Service Corporation, Green Bay, 
is the new treasurer. H. W. Olcott, 
Bozell and Jacobs, Inc., Indianapo- 


lis, continues as secretary of the | 


association. 


Cuts Wisconsin Budget 

The Wisconsin emergency board 
has cut $10,687 from the $71,250 
appropriation for advertising Wis- 
consin dairy products and 
from the conservation commission's 
appropriation of $71,250 for adver- 
tising the state’s recreational ad- 
vantages for the next fiscal year, 
July 1, 1940, to June 30, 1941. 


$7,125 | 
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tw Py vducts Descriptions 


The Automotive Division of Chilton Company announces 


a stupendous advancement in the automotive retail mer- 


chandising field. 


Starting with the August issue, MOTOR AGE will appear 
with an extended editorial coverage, greatly increased circu- 
lation, and will be the only publication in the field com- 
pletely covering money-making features that are so important 


to the automotive 


shop Equipment 
Seasonal Service 
General Repairing 
Engines 
Clutches 
Transmissions 
Rear Axles 
Flat Rate Information 
The famous Motor Age 
“Question & Answer” Dept 
Fast Selling Accessories 


Tire Service 


industry today. 


The circulation of the new MOTOR AGE will include not 


only independent maintenance establishments, but outstand 


ing service stations that also sell cars. 
total print of 50,000 copies. 


With its 70‘« 


; subscription renewal rate 


This will mean a 


best in its field 


MOTOR AGE is the ideal publication to carry this added 


responsibility, and your 


be hedule. 


retail 


automotive advertising 


COMPANY (Inc. ) Chestnut & 56th Sts., Philadelphia, Pa. 


Bank Advertising 
Most Effective 
lf About People 


June 25.—Specialized 
appeals showing how banks 
provide loans for a variety of pur- 
poses help to offset the long-held 
misconception by many people that 
banks are not eager to loan money, 
and that only a few privileged indi- 
viduals are permitted to borrow 
from a bank. This was one of the 
points made by Thomas J. Kiphart, 
director of public relations, Fifth 
Third Union Trust Company, Cin- 
cinnati, in a talk made here today 
before the Financial Advertisers 
Conference of the AFA. 

Most effective bank advertise- 
ments are written about people and 
their relations to the service adver- 
tised, he said. “For a long time 
into the future financial advertising 
should continue sales appeals to 
people in the light of their own 
hopes and aspirations.” 

While recognizing the 
effectiveness of dramatic selling, 
free use of the imagination and 
emotional appeals, he viewed the 
trend as favoring “informative ad- 
vertisements, giving information 
about services rendered by the 
bank.” He warned against urging 
people to go into debt needlessly as 
wrong from both a business and a 
public relations standpoint. “While 
newspaper advertising continues at 
the top of the media list in finan- 
clal advertising, many banks are 
spreading their messages through 
other media,” he observed, citing 
radio, direct mail and displays as 
offering certain advantages. 


Chicago, 
copy 


greater 


Loan Losses Small 


Robert B. Umberger, executive 
vice-president, Personal Loan & 
Savings Bank, Chicago, pointed to 
the 23-year record of his bank as 
testimony that “people are trying 
to do the right thing through thick 
and thin.” The losses on their loans 
in those 23 years have been but 
three-tenths of one per cent. Look- 
ing toward possible emergencies of 
the future, Mr. Umberger stressed 
the point that these loan facilities 
must not be withdrawn arbitrarily. 
He urged that they be kept open no 
matter what happens. 

Unity between labor and produc- 
tion as a way of strengthening the 
nation in times of war was empha- 
sized by Royal F. Munger, financial 
editor of the Chicago Daily News, 
in his talk on “Today’s Financial 
Page.” He pointed out that any 
potential enemy would be quick to 
spot any weaknesses in our indus- 
trial front and for that reason in- 
dustrial relations should be kept on 
a sound basis as a matter of national 
defense. 

Mr. Munger held out as an ob- 
jective to business interests the 
advantages of confidence and good 
will and greater output per man 
with less effort under a _ regime 
where unity prevails between labor 
and production. 


Ad League Gives 40 Books, 
$50 to Library 


In an effort to stimulate more 
interest in advertising, the Dallas 
Advertising League, through its 
educational committee, has _pre- 
sented the Dallas public library 
with 40 up-to-date books on adver- 
tising, accompanied by a check for 
$50 for further purchases, and the 
promise that similar contributions 
will be made annually. 

Dudley B. Kennedy is president 
of the League and Mrs. Thelma 
Gaines is chairman of the educa- 
tional committee. 


Cleveland Club 
Elects Trustees 


The Cleveland Advertising Club 
has elected five new trustees who 
will elect officers in July 

The trustees are William A 
Weaver, Griswold-Eshleman Com- 
pany; William L. Cope, Stratford 
Press Company; Leo P. Doyle, ad- 
vertising director, Cleveland News: 
Louis B. Seltzer, editor, Cleveland 
Press: and Frank Sturtevant, R. L 
Polk & Co 
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No. 1667. We Stand in Awe 
Two large sheets of Hamilton 
Andorra in_- contrasting - s!. ides 
folded, form this attractive pieg 
issued by William E. Rudge’s Sons 


Advertising Department 
NEW YORK: M. D. Hicks, Eastern Advertising Manager; E. F. Thayer, Philip W. 
Murphy. CHICAGO: O. L. Bruns, Western Advertising Manager; J. C. Gafford. 
SAN FRANCISCO: Simpson-Reilly, Ltd., Russ Bldg., Walter S. Reilly, Manager. 


: ; » sheets are big et gh to ex. 
LOS ANGELES: Simpson-Reilly, Ltd. Garfield Bldg., N. F. Loundagin, Manager. pe mr ie. saul tin walnies n of : Me 
ATLANTA: B. Frank Cook, Walton Bldg. a tg , a Rohe 
text explains Rudge’s servi 
MEMBER the graphic arts field. — 


Audit Bureau of Circulations, Associated Business Papers, Inc., National Publishers. 
Association, Advertising Federation of America No. 1668. Cooking Electrical/ 

Woman's Home Companio? has 

issued this Reader-Editor Report 

No. 33, which shows what ringe 

are used, and how, and what Com- 

panion Reader-Editors think of the 


electric ranges. The Reader-E£dj- 
tors are that group of readers, \ ary- n 


Vol. |!. No. 27 July 1, 1940 10 Cents a Copy, $2 a Year 


Government Regulation of 
Advertising 


r dvertising field has accom- or interference is a part of the right bheiesiiis “Starke dececiak ing in age and income, which func- 
modated itself surprisingly well to of freedom of the press which can- tions in an advisory capacity | ¢ 
the rigors of complete government not be abridged without amend- G4. Jacobson, apa vee — = manager, learns ~~ his wite he won a means of special questionnairs 
regulation The constant supervi- ment of the Constitution. In short. competitors make of automobile in a soap wrapper slogan contest. No. 1669. For You Who Se T 
ion and detailed scrutiny of copy’ Mr. Hanson and the ANPA demand through Men Who Sell. , 
by the Federal Trade Commission, for advertisers the same _ rights A d l 7 b b hd In this brochure, Progr 
under the vastly enlarged powers Which publishers enjoy in their = 1 1 Tl 6 | Salesman tells about its edit Cl 
given it by the Wheeler-Lea_ bill, , ay Noo are amt oe mmm iter and circulation, and quot | 
\ded to the difficult news function, namely, the privi- Scan ennieiten ats ther enbehenk ol _ ou 
ave 1ae¢ 0 1 GINCUILY, expense . es . . , . P . ’ 9 our experts O e s geet Of lt S cisel 

: lege of printing and disseminating Advertising in the War gins whose name isn't Higgins adi . ; vaaek aaa _‘* 
and hazards of advertising, but : : There are also Mr. Klingler and ‘'e@Sing volume in direct sellir Am« 
ents the combined é@ects of ad information, subject only to the Although definitely hampered by Harf : Po : , 3 , 5 . ait 

ugh de s ad- arfor we e 4, ase). inui 

' aa ; _ penalties which may be invoked for Wartime rules and _ restrictions, ' — ni he" P ee No. 1636. Continuing Data File or _ 

vertisers, agencies and media, inter- : : : And is it Chester Colby or Colby San Francisco and The Call- . 
libel or other damaging results of advertising activity in England con- 7, ee oa ‘ P — prob 

ference with normal advertising sults tah Chester; Francis Clarence or Clar- Bulletin Nets 
such publication tinues at a fairly good rate, if one » Francis? Maybe Se : try j 

activities has been reduced to a ° I ' may judge by such trade magazines ence rancis Maybe everyone The Call-Bulletin. San Francisco nA 

minimum. The FTC should likewise We believe that Mr. Hanson can as Advertiser's Weekly and | the a ee oe Se has issued this distinctive piece [ et 

be given credit for desiring to en-| make a good case for freedom of Newspaper World. Both  publica- a ee which consists of a file holding 


force the law, in general, with as advertising as an integral part ot several booklets and is roomy 


tions are filled with details regard-  Frankfurts for Dinner 


little disturbance of business as freedom of the press. We also be- ; enough to hold later material which 
possible lieve that advertising can be regu- = aT arven om America has come 'n- will keep the file up to date. The 

A sweeping challenge to the en- lated more effectively from within || } pegs a “oe ” ee file now includes a study of Scotel 
tire theory of the right of the than by governmental mandate. On } as a pleasant item in connection | whisky sales, a folder called “Facts 


\e 3y'5 . | Sn ee Seen, picnics or the About Liquor in San Francisco and 
| maid’s night out. Now, if we guess Other California Markets.” 
| correctly, Swift & Co. is all set 
With regret, we shall soon be parting || to elevate this sausage to a place of No. 1624. If a Tree Falls. 
i 


United States government to regu- the other hand, unless publishers 
late advertising has now been de-| and other media are preparing to 
livered tk, the American Newspaper develop and apply effective meth- 
company with certain executives and honor on the dining table. (After This attractive brochure, issued 
general counsel, Elisha Hanson. In. if public opinion would support the mney gle ge A prensteesegger all, King George was served one by by Radio Station WSM, Nashville 
announcing that the FTC has ap- complete elimination of govern- || advertising women and men who are F. D. R. last year.) Current copy provides maps of the station's cover- 
not acceptable for military duties to eine age areas, and gets across its listen- 


. , || take their place until our own people ie ast interesting way 
the Good Housekeeping case, Mr. The utility of advertising is so || peturn to us. Applicants are invited ership story in an interesting \ 
No. 1645. Proof. 


Hanson has outlined the constitu- bound up with public acceptance || to write NOW giving their age, full 
In this brochure, Look demon- 


details of their past experience, their | 
strates its ability to sell merchan- 


| 
|| present position and salary, and the 
of advertising as now practiced un- stitutional rights in demanding salary they require here. Every assis- 
dise. Reproductions of retailers 
newspaper advertisements which 


der the Wheeler-Lea enactment elimination of governmental regu- tance will naturally be given to those 
: part of whose time is also devoted to 
will be attacked. lation will demand at the same other work in connection with the 
He has pointed out that the Su- time the full assumption of the national effort. tie-in with Look’s national accounts 
and editorial matter, and _ letters 
recounting results of the tie-ups 
tell the story. 


Publishers Association through its ods of self-regulation, it is doubtful 
proved its petition to intervene in) mental control 

tional grounds on which censorship and approval that to stand on con- 

. . ’ » . | 

preme Court of the United States great responsibility for regulation | 

| 


has upheld the freedom of the press to protect the public and legitimate 
as guaranteed in the bill of rights advertisers from those who misuse 


WA 


No. 1654. The Industrial Center o! 
the Northeast. 


Radio Station WTRY, Troy, N. Y., 


on numerous occasions, and that the or abuse the privilege of advertis- 
direct implications of at least two ing. A great issue has been joined, 
of these decisions are that adver- and advertisers and media should 


| 
| Armstrong-Warden Ltd., Advertising 


tising without government control be prepared for the outcome has issued this folder, which pro- 
and Marketing, 69 New Oxford St., vides a coverage map of the pri- 
London, W.1. mary and metropolitan areas, wit! 


data on population and retail sales 
for both areas. The _ foldet ls 
tells about the station’s facilities, 


Increasing Consumption Taxes 


Leaders in business and advertis- and employment, then we need to ‘8 cancellations, new restrictions 


ing, who recognize the necessity of remove rather than increase the °" Paper, posters and the like, but staff and merchandising policy 
strengthening the nation for the brakes on purchasing represented both are also well stocked with ; « ; 
emergencies threatened by sweep- by consumption taxes news items and fillers which show v0. 1634 “tie vo 
ne anges in world domination The problem of raising revenues that campaigns are still being ple Book. 


opened and accounts are still chang- Chemical Paper Manufacturing 
Company has issued a new s iple 
book containing a complete displa) 
of stock items. International Duplex 


and economic control through with which to finance the added ing agencies 
serait S > - G ‘Ss ( 
prot olution of the difficult’ burdens of rearmament is a difficult A somber note in the Advertiser's 


voblem of unemployment, believe . 
prob fu pio} it, belie one. Consumption imposts have wee} 


that the weeding up of industry ly was this help wanted ad- sme dus 
: , I Bul "* often been dismissed lightly as vertisement. The wording is as  “™*s0 stipe fete tems fr Cover is included for the first 


aaa eee through the national defense pro- - m j ‘ » 4 “fancy 
| r far that di merely “nuisance taxes,” but actu- British as anything we have seen SWIFT’ S “PREMIUM shown in both antique and — 
Z gram will go far in that direction inishes 
- ally they are far more than that. in a long time finishes. 
2 At the same time, the extension of T kill tl bilit f de hfe - 
a ey Ki re ability ‘ons rs J 5 ; is jy of MTs 
4 every possible endeavor to increase ey k ‘ vility of consumer a eT te CHaALT tankfe shia No. 1631. , This is the Stor: 
oe : to buy, since, as Mr. Hollister points Cul qrentese tate Grveghee Ge ese) atte ean ote Jones’ Cerebellum. 
eA production through increased sales Shakespeare should have vosed FORME meet preterm imctuing Mow leet awndbucige  Carvste : : 
Bins. and advertising effort should take °Ut every penny collected as a tax magpie 7 ae pas com Gamectins Wits. toms Os an “Suva UREN" eos ome enone Mrs. Jones’ cerebellum is er 
ei 7 is a penny taken from the buying nis question about What's in a impressions are stored, and !! this 
4 by souls f other additional workers | ~ ° 7 } y bl E “=> name”’?” to the proof-reading gentry. in magazines portrays the conversa- booklet. Outdoor Advertising |nc0r- 
ee vho have bee , , power of the public ven Worse, planiy ; ‘ ne tae vas Peagepeet " . d S} va 
: \ wh e been without employment th Piel adiad cee 2 Plenty of trouble, would doubtle tion of husband and wife on de- porated shows Mrs. Jones making 
; through no fault of their own le penny expended in trade has be their reply, especially on the parting from a dinner party cerebellum notes of the product 
: : r In view of this general agreement far greater velocity and economic names of all those good folk in the “Good dinner, wasn't it” com- she sees on the outdoor posters 
on the immediate objectives of the Value than the tax collector’s penny. advertising field. While most peo- ments the husband. “Joan's a clever along the route to her supt : 
national preparedness campaign, it Speeding up industry and in- ple like to see their name in print, hostess.” ket. There. Mrs. Jones and 
is well to heed the suggestions of creasing sales and advertising will they can hardly stand it if the name And friend wife replies: “I must yet identification are shown a! 
R isspelle ) re isk . ‘re she go se ~ 
; men ike Paul Hollister. executive increase employment and strength- as CSS lled If you were he proof ; k her where he got tho © won on the daily shopping 
. ‘ent of R H. M eC en the nation for the dificult taal reader, would you Know (by way derful big tende1 Frankfurts 
— | Vl -pres » f Mac . 4 ? é ) 4 aSKS = - on 2 ~- P “nn 
hte a ed _ whi o ice: Cimeecietete teats of example) that it is Kennett Weren't they delicious No. 1625. The Enjoyment o/ \°r: 
. who WEE ‘Treacing ' *h e aheac ons ce ) ig P ® pa ; 79 
* who believes that increasing the tax 7T 7 Hinks and not Kenneth Hicks? Or, This, we feel, is an excellent American Colortype Compe"! hi 
4 ‘ load through the addition of con- 1s the basis of fu employment. if the name was Schaeffer, would it example of American initiative on reprinted, in this booklet, 4 erie 
sumption taxes will tend to defeat Government fiscal policies should pe the Sheaffer pen, Schaefer Brew- the part of Swift & Co. But if of 26 of its advertisements, | ve 
the very objective at which we are be designed to increase rather than jing Company, or G. Ray Schaeffer? they succeed, what will people eat ing an entertainingly told story “ 
mine’ If we are to increase sales reduce and hamper it And have you heard of Keith Kig- at ball games, picnics, etc.? its facilities and services. 
a 
te 
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DIRECT MAILERS 


| 


g. V. Jones, Link-Belt Company, and L. 
Rohe Walter, Flintkote Company at the 
jirect mail departmental. 


Adjust Problems 
with Japan, Latin 


America: Moley 


Sees Huge Trade War 
Throughout World If 
Hitler Wins 


Chicago, June 25.—Adjustment of 
ur difficulties with Japan and pre- 
cisely defined alliances with Latin 
American countries, with the assur- 
nee that Mexico will not blow up 
n our faces, are some of the major 
oblems which confront this coun- 
try in regard to its future politically 
nd economically should the Allies 
be beaten to their knees by Hitler, 
Raymond Moley, contributing edi- 
tor, Newsweek, asserted today at 
the industrial advertising depart- 
luncheon 
Advertising Federation of America 


session of the 


s convention 


In view of current developments 
n the European conflict, while Mr 
Moley does not minimize the possi- 
bilities of nor look for invasion of 
is country on the Atlantic, he 
evertheless feels that this country 
ould do what lies in its power to 
eserve peace in the Pacific as a 


+} 


t step in fulfilling its responsi- 
tic n the Western hemisphere 


Opens Industrial Session 


Mr. Moley’s address opened the 
dustrial session which was spon- 
the Engineering Advertis- 

Association, Chicago chapter of 
the National Industrial Advertising 


red by 


sociation Harry Neal Baum, 
tairbanks, Morse & Co., was chair- 


in of the meeting and Frederic I 
cker the Hays Corporation, 
Michigan City, Ind., newly elected 


‘sident of the EAA, presided 
thet eakers were W. J. Shine, 
rector of research, Ross Federal 
Resea Corporation, St. Louis; 
M. McKibbin, apparatus advertis- 
g and sales promotion manager, 


estinghouse Electric & Mfg. Com- 
; d R. O. Eastman, New 


Moley 
wins, 


W) is certain.” Mr 
f is that if Hitle 
the head of a great and 
verf industrial nation, 
ASI) pendent on foreign trade, 
ugh not as dependent on it as 
been over the cen- 
es believe that Germany will 
on trade fiercely. I believe 

' Germany will try to get special 
eg just as every great com- 
lal tion has ever done I 
eve that Germany will be inter- 
naking friends in crucial 
abroad. I believe that Ger- 
v try to make goods more 
nd get as much, in goods 
nge, as it can for them 
threat with 


re n in any case.” 


enor- 


2ii ( has 


which we 
‘ 


\ _— . . 
lust Industrialize Latin America 


f 


economic exploitation of 
outheastern Europe by 
eed have no parallel ir 
hemisphere, Mr. Moley 
‘end nd added “we have n 
OF f it.” One 


permittin 


a 


point that should be given careful 
consideration with regard to Latin 
American countries, he cautioned, 
is that this country should help 
them to industrialize themselves as 
“the only way of protecting them 
egainst wretched subservience to 
European and “Asiatic nations.” 
This, he asserted, would not elimi- 
nate these countries as markets, but 
would be the means of cementing 
firmer relationships with them 
because it is impossible to protect 
purely agricultural countries against 
foreign aggression. “But free men 
in industrial nations can mutually 
work out means for protection and 
for lasting prosperity in this hemi- 
sphere,” he explained. 

Dealing -with the importance of 
manufacturers maintaining | their 


normal marketing activities, Mr 
Moley said: “Bear with me if I 
repeat to you here today how im- 
portant I think it is that American 
industry look as far ahead as it 
cen into the economic future. 
Naturally, preparation for defense 
is uppermost in our minds now. 
Eut American industry must re- 
member that something that looks 
like peace will be restored again 
Manufacturers who are turning 
their facilities in whole or part to 
the production of war materials, 
must keep in mind the need for 
Maintaining their normai markets, 
for preserving their good will. This 
is particularly true of the heavy 
goods industries and of manufac- 
turers of consumers’ goods who will 
be turned to emergency produc- 


tion. I need not remind you of the 
swiftness with which public opinion 
can change. Benefits and services 
are too soon forgotten. As my asso- 
ciate, Malcolm Muir, has recently 
said, out of his long experience, 
every effort must be made now to 
cushion the inevitable shock of 
tiansition from war to normal busi- 
ness. It is essential that industries 
keep their names before the public 
It is also essential that industry 
prepare to face abroad, competition 
on a scale, on a level, and of an 
intensity we have never seen be- 
fore.” 


KTAR 18 Years Old 


Station KTAR, Phoenix, cele- 
brated its 18th birthday June 21 


To Teach Merchandising 

three junior colleges, 
Wilson, Herzl and Wright, will 
begin courses in merchandising 
next fall, covering instruction in 
retailing, wholesaling and distribu- 
tion of services. Two-thirds of the 
cost will be paid by the federal 
government under the George-Deen 
act and one-third by the Chicago 
board of education. Candidates for 
courses must be employed part time 


Chicago's 


Appoints Miss Easton 


Club Aluminum Products Com- 
pany, Chicago, has appointed Miss 
Esther W. Easton as home ec 
nomics director to direct custome! 
service, equipment and recipe test- 
ing, supervision of home service 
training programs for personne! and 
for retail salesmen 


“Nothing like getting the 
complete news story, 


Steve. 


That’s why | 


read NEWSWEEK!” 


“And nothing like getting the complete 
ad story, either, Al. Lineage increase 


is 54% and revenue’s up 96% 


this 


June over June 1939. That's why | 


use NEWSWEEK'S!" 


% NEWSWEEK'S steadily increasing advertising gains are concrete evidence of the paying 


power of NEWSWEEK'S reading public 


over 400.000 families. 88.9% of NEWSWEEK'S 


readers are in business, professional and executive categories. That's the kind of mark »t 


that causes more and more advertisers to say 


Now 17S NEWSWEEK! 
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ADVERTISING AGE 


July 1, 1949 


New Opportunities 
for Pioneering 


Offered Executives 


Phillips Is Elected 
President of Newspaper 
Association 


Chicago, June 26.—The News- 
paper Advertising Executives Asso- 
ciation was given new opportunities 
for pioneering at its final session 
today when several specific sugges- 
tions for improvement of newspa- 
pers’ position in the advertising 
field were submitted. 

J. I. Meyerson, sales and promo- 
tion manager, Daily Oklahoman and 
Times, Oklahoma City, said that 
Basic Newspaper Group, _Inc., 
formed by newspapers in three 
markets, has proved that many 
advertisers are willing to make 
long-term commitments as to fre- 
quency and volume under a special 
rate structure. Basic Newspaper 
Group, Inc., however, cannot reach 
its maximum effectiveness until it 
is made up of regional or national 
“newspaper networks.” Mr. Meyer- 
son invited the executives to make 
such coverage available. 

Don Patterson, director of na- 
tional advertising, Scripps-Howard 
Newspapers, presented an exhaus- 
tive survey of what magazines and 
radio are doing to sell the dealer. 
He urged newspapers to band to- 
gether on a similar program which 
they should be able to do more 
effectively through sheer superiority 
of man power, if for no other rea- 
son. Gannett Newspapers have 
already demonstrated the efficacy 
of the idea, which substitutes coop- 
eration for the destructive compe- 
tition to which many speakers 
curing the convention attributed 
newspapers’ loss of prestige in some 
quarters, 


Washington Papers Agree 


Col. Leroy W. Herron, advertising 
director, Washington Star, said that 
agreement on such a plan has been 
reached by the four newspapers of 
Washington, and that only details of 
the presentation remain to be deter- 


PHOTOS #«!25c 


In lots of 100 or more 
[se actual photos In your catalogs, portfolios, direct 
iit) Glossy prints of vour products tell your story 
more dramatically and effectively; help increase sales 
tust send us a photo and we will do the rest 
Send for quotations on any other size 


Commercial Photo, 41 W. 45th, N. Y. C. 


mined. Under this plan, lists of 
dealers and distributors would be 
divided among the newspapers for 
calls, and reports on their reactions 
would be made. Col. Herron urged 
that the idea be adopted on a na- 
tion-wide basis immediately. 

Don U. Bridge, advertising direc- 
tor, New York Times, reported 
results of a meeting of a NAEA 
committee of which he is chairman 
with a group of national advertisers 
last night. On the advertisers’ 
committee were A. T. Preyer, Vick 
Chemical Company; D. H. Odell, 
General Motors Corporation; 
Dwight K. Yerxa, Pillsbury Flour 
Mills Company; J. O. Carson, H. J. 
Heinz Company; Vernon D. Beatty, 
Swift & Co., and George McMillan, 
Association of National Advertisers. 

Mr. Bridge said that the adver- 
tisers consider newspapers vital 
both as media and as public service 
organizations. The newspaper men 
wanted to know then, why adver- 
tisers’ use of newspapers was de- 
clining. Mr. Odell said that as far 
as General Motors is concerned, this 
charge does not hold, its present 
rate of advertising in newspapers 
being 15 per cent above that of 
1929. 


Differential Still Factor 


Consensus was that the rate differ- 
ential has cost newspapers many 
millions of dollars of advertising. 
While the national advertisers can 
see the reason for the differential, 
they are unable to understand why 
it should vary so widely from 
newspaper to newspaper. They are 
amazed and sorrowful to find this 
differential increasing rather than 
diminishing. The majority seem to 
regard a difference of between 15 
and 20 per cent in net local and 
national rates as justified. 

The advertisers also have noted 
an increase in the cost of newspaper 
market coverage during periods of 
declining business as well as more 
prosperous times. They themselves 
have in many instances determined 
the selling price at which lower 
returns begin to result, and they 
believe newspapers should do the 
same thing. National advertising 
seems to have been subjected to 
more price increases than other 
classifications. 

Some of the advertisers, Mr. 
Bridge reported, believe that news- 
papers are not the medium for 
them. The ANA has made a survey 
on this point. Finally, some of the 
advertisers expressed the opinion 
that newspaper salesmanship is in- 
ferior. They were especially criti- 
cal of the practice of newspapers of 
tearing down other newspapers, in 
contrast with the methods of maga- 
zine and radio salesmen who always 
try to sell the medium as a whole, 
regardless of whether or not they 


MYRON J. 
BENNETT 


Broadcasting 
the News 


: ies ; Daily over m1 
: "ST.LOUIS KW 


get the particular order under dis- 
cussion. 

Finally, Mr. Bridge said, the 
advertisers felt that newspapers 
generally have not modernized their 
sales operations, the “Continuing 
Study of Newspaper Readership” 
being the sole exception to this 
rule. The advertisers expect this 
study to reveal how small space can 
be used more effectively. 


Standardization Is Deferred 


Henry M. McClaskey, advertising 
director, Louisville Courier-Journal 
and Times, reported as chairman of 
a special committee appointed Mon- 
day that standardization of mini- 
mum depth should await the fall 
meeting of the association. This 
auestion, as well as that of fre- 
quency discounts, arose during an 
open forum held under chairman- 
ship of Harvey R. Young, advertis- 
ing director, Columbus Dispatch. 
30th occasioned some spirited ex- 
changes of opinion. Frank E. Tripp, 
general manager, Gannett News- 
papers, said that no one knows why 
newspapers worry so much about 
broken column rules and _ that 
standardization of minimum depth 
of advertising units would lend tre- 
mendous stimulus to use of news- 
papers. He suggested one inch of 
depth to every column of space up 
to six by six. Seven columns would 
be eight and one-half inches deep 
and eight columns would be a half 
page deep. These dimensions are 
tentative 

The association elected C.  E. 
Phillips, Rockford Star and Regis- 
ter-Republic, as president, succeed- 
ing Forrest R. Geneva, Des Moines 
Register and Tribune, who becomes 
an ex officio director. William Elly- 
son, business manager, Richmond 
News-Leader, was elected first vice- 
rresident and William Wallace, 
advertising manager, Toronto Star, 
second vice-president. H. W. Manz, 
advertising director, Cincinnati 
Post, and Col. Leroy W. Herron, 
advertising director, Washington 
Star, were elected directors for 
three-year terms. In addition, the 
recent appointment of Walter G. 
Pfaffenberger, Los Angeles Times, 
as a director, was confirmed 


Devise Patterns for 
Corrugated Material 


Corrugated containers will now 
be available in patterns printed in 
as many as six waterproof colors in 
a single press run according to a 
development just announced by the 
United Container Company, Phila- 
delphia. The new material has the 
trade mark identification of “Color- 
gated.” 

An advertising and educational 
program is being planned by the 
company to acquaint manufac- 
turers, retailers and consumers with 
the material. Schoneman-Hening 
Agency, Philadelphia, has the ac- 
count. 


WOV Appoints Rambeau 

Station WOV, New York, has 
appointed William G. Rambeau 
Company, New York and Chicago, 
is national representative. 


The best facilities 


in BALTIMORE 
for LOCAL LIVE 
TALENT SHOWS 


EDWARD PETRY & CO. 


ON THE NBC RED NETWORK 


NEWSPAPER MEN GET OFF TO FAST START 


Hugh Norman, advertising director, Amarillo Globe and News; Forrest R. Genova 
Des Moines Register and Tribune, NAEA president; and William Wallace, acd. or. 
tising manager, Toronto Star. 


W. F. Dagon, advertising director, Illinois State Journal, Springfield; R. C. Pace, 
Danville, Ill, Commercial-News; P. J. LaBounty, national advertising manager 
Bloomington Pantagraph. 
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J. G. Noonan and H. M. McClaskey, Louisville Courier-Journal and Times; J. T. 
Griscom, advertising director, Nashville Banner and Tennesseean; and Harvey R 
Young, advertising director, Columbus Dispatch. 


_ _ 


H. R. Farrall, advertising director, Warren, O., Tribune Chronicle; M. F. Batterton 
assistant manager, and Paul L. Gorham, general manager, Illinois Daily Newspaper 
Markets, Springfield; and Irving C. Buntman, secretary-treasurer, NAEA 


lS acer <i 9 Mtg oe 


In this group are O. J. Curley, Dubuque Telegraph-Herald; G. E. Larson Dave” 
port Democrat: and D. A. Lundgren, Clinton Herald. 
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. ; queries, previously submitted, phases of the consumer question 
Taking Salesmen ne sagged chnangy t Consumer Angles which the moderator of the pro- and public relations in previous 
raper ros. ompany, anton, an ae vans ie , etings f the club activities con- 
Mass., will promote a newly devel- Threshed Out in gram, Gilbert T. Hodges, New York meet ngs of t e « - “es s : 
' . ' oped fabric for winter outerwear Sun, propounded to the experts. ference were: Georgia C. Rawson o 
Behind Scenes as the “Interlox System” of fabric | J : t S : Members of the board of experts the Women’s Advertising Club of 
construction. Initial promotion will o1n essions were: Henry Obermeyer, assistant Chicago; Elsie Stark, president of 
be Girected at the children’s snow- Chicago, June 26.—Consumer re- Vice-president, Consolidated Edison the Advertising Women of New 
suit market through consumer pub- lations plaved a prominent part in Company of New York; Dorothy York, Inc.: Robert A. Willier of the 
lications and business papers. Bach, *“* we pave 2 i - ‘eevee -ector of ic rel ; Advertising Club of St. Louis: A. J 
nated ssociates. New York. | the joint sessions of the Council on Crowne, director of public relations, | Advertising Club of St. Louis; A. J. 
yg ogee . -waeeemaone wade, Advertising Clubs and the Council United Advertising Corporation, Jarrall, New Orleans; Suzanne L 
\VA/ . | ee = : ve it Ad\ - » Clube at Newark, N. J.; Marie Harrington, Blank, president of the Women’s 
estinghouse Deve Ops Ww j ° on Mromens 4Advernsing Subs &" director, St. Louis Dairy Council; Advertising Club of Detroit; and 
Uni ue Me ns of Stir- eber Hea Own Office the AFA convention here. In fact, Charles C. Younggreen, execu- Dr. Kenneth Dameron, Committee 
q a , — rape today’s program was devoted en- ,,... eeSenee sincke-Ellis- |on Cons + Relations Adver- 
. ° E. P. Weber has resigned as vice- “> “> tive vice-president, Reincke-Ellis- on Consumer Relations in Adve1 
ring Enthusiasm president of William A. Schautz, tirely to the subject with a board Younggreen & Finn, Inc., Chicago; tising, Inc. 
Inc., New York agency, to open an of experts answering questions Sally Woodward, department of ——-——— 
Chicago, June 25.—How the ad- office under his own name in Erie, under the heading of “Consumer yelations with the public, General M 
ucago, igen tr mag fone Se ; é | ations agnavox Plans Meet 
vertising and selling efforts of Pa. He will Specialize yg pe Information, Please! Mills, Inc., Minneapolis; and Harvey “kamen Company, maker of 
Westinghouse Electric & Mfg. Com- research, sales promowon — o Practically every phase of the R. Young, advertising director, aenavox radio-phonogravhs. will 
: a 7 e ean ail vertising. He was formerly research : “ Magnavox radi ‘phi nographs, wi 
va = integrated eee Getailed director of Quality Bakers of Consumer question made its ap- Columbus Dispatch. hold a sales conference in Chicago 
" here today in a ee pres€n~| america, Inc., New York. pearance sooner or later in the Others who discussed various July 28-29 
tation by J. M. McKibbin, manager ‘ . 
o! apparatus advertising and sales 
promotion, at the industrial adver- 7 
tisers’ departmental of the Adver- 
tising Federation of America con- 


vention. 
With the aid of a motorized, au- 
atic chart display, Mr. McKibbin 
staged a typical sales meeting de- 
' gned to take the salesmen behind ages 
the scenes and show them how a 
product is developed for a market 
on the basis of product and market 
research, and the successive steps 
in building the sales and promo- 
tional campaigns. 

By the use of this program, built 
around a “Product of the Month” 
treatment, every product so cov- 
sce, ered has shown a decided increase 
ger in “negotiations,” in one instance 
amounting to more than 40 per cent, 
Mr. McKibbin related. He attrib- 
uted this new business to the fact 
that salesmen who before knew but 
little about a product became con- 
fident of their information and 


— 
f 


started to contact new prospects In order to show more clearly the 

with zeal. trends in daily circulation of the 

two Portland newspapers, figures 

What Salesmen Learn from Publisher's A.B.C. Statements 

are given by quarters starting, for 

In presenting the “Product of the the sake of brevity, with the period 

Month” to the salesmen, the factual ending December 31, 1938. Note 

data are given under these main Oregonian daily circulation has been 
headings: product, market, sales steadily rising since 1933. 


problems internal, sales problems 


external, and sales program. The THE OREGONIAN 
plan starts with the point of view 


that selling begins at the factory 


and that one way to get enthusias- December 31, 1938 
; tic support of the salesmen is to 116,364... Gain, 4,913 
show them all that has been done (from previous quarter) 


to support their personal selling ef- 


oie : her March 41, 1949 
forts. This involves’ information 


uedins commboienees cf the tie| *00/706... . Gein, 2400 os 
: ‘ rte tg. io eon Ry Ahem j Figures on the daily circulation of The 
-* ie : : . une 30, 1939 ‘ / 
ties, stock conditions, price, and ° Ore li asc ained in Publisher's 
evonian, as Contained in Publisher § 
even the purchase of new equip- 121,914 eee Gain, 3,130 XQ . 


ment which indicates ability to im- September 30, 1939 
prove the product or its delivery. : 
. ... Gain, 6,313 
In discussing the nature and ex- 127,227 Gain, 6, 
tent of the market for the product, 
the salesmen are not startled with 
box car figures that mean little to 


Statements filed with the Audit Bureau coe 


of Circulations, show that the steady 
December 41, 1939 


131.025 Gain, 3,798 upward climb which started in 1933 
, ooo Gam 8, 


Ms: : continues with undiminished vigor. 
the individual effort of one man, March 41, 1940 

but rather with a breakdown by in- 133,155... Gain, 2,130 

dustries so that the salesman may ‘ 


And this is not “vapor” circulation 
select the companies in his terri- 


tory which are the largest users of THE JOURNAL 
the equipment and thus make the 


best use of his time. In connection 


obtained by means of premiums, pur- 


chase or paid solicitors, but honest-to-goodness cir- 


y Ce 2 948 

with this, the product story is given sual 6 ‘ulation which comes from publishing a newspaper 
and the salesmen are shown where 100,332.... Gain, 446 . ; I ; § v7 
they have exclusive advantages (from previous quarter) 


worthy of being featured in their March 31. 1939 
personal selling, as well as _ total 


selling features in relation to total 100,571 pil Be Gain, 239 


features of competitive products. 


so good—-so indispensable—so much in demand— 
that circulation increases have followed inevitably. 


June 40, 1949 


Here is a newspaper so vital, so keyed to the needs 


Board of Experts Helps 102,007 . . . Gain, 1,436 i ; gee 
‘ of the times in news coverage, editorial comment, 
The next step is to introduce the August 21, 1939 ; 
terton selling tools and show the salesmen 102,787 .... Gain, 780 features and makeup that readers are voluntarily . 
paper how their fund of knowledge can . ‘“_- —_— , 
A be made more effective by the September 30, 1939 flocking to it in ever increasing numbers. 
dramatization of product features 140,528 ... Gain, 37,741 
At this place in the meeting the (The Journal purchased News-Tele- . . ; as .  - 
a » invite y ‘ » the circulation figures in the 
Salesmen participate in an “Infor- gram circulation August 22, 1939 . We invite you to study u 
. ae pene coauaaie bn December 31, 1949 / column on the left and draw your own conclusions. 
joar oO -xperts comprised oO 5 
Gistrict manager, promotion man- 139,661 oo: Ss Loss, 867 
ager, apparatus sales manager, and March 31. 1940 T 
Product specialists So that the 9.434 : s L 127 HE 
Salesmen will not hesitate to ask 139, ooo « BOSS, 


. - 
e\en the simplest question by > 
Which they might otherwise be em- 4 
barrassed, they are provided with 
blank cards which may be used to 
Write questions which occur to 


them as the program progresses and 
Which are collected at the time of THE GREAT NEWSPAPER OF THE WEST « PORTLAND, OREGON 
the quiz. 

his > r ve ‘ely ‘ans- one . - > 
Bae method of effectively tran BEVERLY GROSS The only Pacific Coast newspaper ever to receive the 
‘erring information about products ‘Sten Oneness ; ¢ “s : E . F 
to the sales organization and to the Golden Gate “Missouri Award” for distinguished service to journalism. 
buvers, oe ee — — Exposition 4 

Dave? of buying and selling, Mr. McKib- ional R resentatives 
din assured his audience. ; PAUL BLOCK & ASSOCIATES, Nati < ep 
New York, Chicago, Boston, Detroit, Philadelphia, Cincinnati, San Francisco, Los Angeles. Seattl+ 
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Eastman Tells 
Objectives of 
Reader Studies 


Chicago, June 25.—How research 
of readership of business papers is 
giving a new definition to circula- 
tion was related here today by R. O. 
Eastman, New York research execu- 


tive, who talked before the indus- 
trial advertising departmental of 
the Advertising Federation of 


America convention. Circulation, 


he explained, is a thing of three 
dimensions length, breadth and 
thickness. 

Mr. Eastman, who for the last 
two years has specialized in edi- 
torial readership research and made 
more than 150 individual studies, 
defined the three dimensions as, 


first, the number of copies printed 
or distributed; second, the number 
of customary readers per copy, 
sometimes called penetration; third, 
the readership—what the customary 
reader reads of a particular issue, 
how he reads, why he reads, when, 
where, and with what benefits. 


Research Only Means 


While the publisher’s records can 
supply the first dimension, the lat- 
ter two can be determined only by 
research, Mr. Eastman pointed out. 
According to his experience and 
observation, the second dimension, 
or penetration, of publications in 
the industrial field has ranged from 
1.8 to 4.7 readers per copy, depend- 
ing on the character and function 
of the paper Analysis has 
revealed that there is surprisingly 
little difference in the amount of 
reading by the man who does not 
share his paper with anyone else 
and by one of those with whom a 
paper is shared. 


also 


Three Fundamentals 


The three fundamentals of read- 
ership, according to Mr. Eastman’s 
definition, interest, effort, and 
value. Interest is the degree of 
interest on the part of the reader 
in the article, feature or depart- 
ment, whether he gets to read it or 


are 


not Effort is the term applied to 
vhat the reader actually does with 
each editorial offering—what he 
reads and how he reads—and the 
how is considered most important 
Value is what the reader gets out 
of it in terms of benefit or satis- 


faction—-utilitarian, educational, or 
entertaining 

Some of the interesting points 
determined in Mr. Eastman’s work 
are that readers on an average con- 
sult the contents page of a business 
paper by a little more than 50 per 


cent; editorials get attention from 
72 per cent of the readers, with a 
range of from 56 to 95 per cent, 


dependent upon the type of reade) 
and the type of writer; industrial 
readers are keenly interested in all 
new product developments whethe: 
in the editorial or the advertising 


pages. 


Reading Habits Studied 


According to the surveys, the 
average business paper reader re- 
ceives about 3'4 business papers: 
about two-thirds of these papers 
are read in the office or shop and 
60 per cent at home; when read 


at home they get about 16 per cent 
more reading, but, of 
fewer readers In making 
ship surveys, Mr. Eastman 
a small sample of intensive personal 
interviews is better than a much 
larger sample covered by question- 
which may be filled in only 
with superficial answers 

Although Mr. Eastman’s work has 
not dealt with advertising reader- 
ship, a number of significant points 
have been observed concerning it 
One ofl importance 
is that readership of advertising 
waste circulation and its 
can be measured only 
the ability of the 
advertiser to be of 
other One great 
industrial advertising 
is that it doesn’t tell 
what he wants to know 


course, get 
reader- 


believes 


naires 


these of major 
ha great 
value 
n relation to 
and the 


st ice to each 


true 


reade. 
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Appoints R. D. Fleming 


Robin D. Fleming, production 
manager of Frank Howley Adver- 
tising Company, Philadelphia, has 
been appointed general manager of 
the Accredited Personnel Service, 
personnel counselors, Philadelphia. 
He also will place advertising, sales 
and retail store executives 


Flanigan Switched 

G. B. Flanigan, Chicago district 
sales manager for Chain Belt Com- 
pany since 1937, has been appointed 
New York district manager to suc- 
ceed the late W. H. Quinn. 


Research Should 
Be Self-contained, 
Shine Asserts 


Chicago, June 25.—Those compa- 
nies which regard marketing re- 
search in the proper perspective 
and establish it as a departmental 
structure comparable to production, 
sales, control, advertising, and other 
important phases of business oper- 
ation, are the companies which five 
years from now will be the leaders 
in their fields, W. J. Shine, director 


of research, Ross Federal Research 
Corporation, St. Louis, predicted 
today before the industrial adver- 
tising session of the Advertising 
Federation of America convention. 
Mr. Shine treated his subject, ‘How 
the Industrial Advertiser Can Use 
Marketing Research,” by answering 
a group of questions which had 
been submitted to him to cover. 

It has been more difficult to con- 
industrial advertisers of the 
need and value of marketing re- 
search than to interest consumer 
advertisers, Mr. Shine pointed out, 
but those who have used it have 


vince 


found it highly profitable. In a 
small organization the job could be 

within department, 
if the organization is a larger 
then should have its 
own independent department and 
function for all related departments 
with the unbiased attitude of a true 
scientist. 

Research can be used to show 
trends but it cannot be done by one 


done another 
but 


one, research 


job. The lack of continuity is one 
of the greatest handicaps to suc- 
cessful research, the speaker em- 
phasized. 
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BENTON & BOWLES, INC....BROOKE, SMITH, FRENCH & DORRANCE, INC. 
BUCHANAN-THOMAS...THE BUCHEN CO....CALKINS & HOLDEN...THE CA 
CAMPBELL-SANFORD CO....CRITCHFIELD & CO....CRAMER-KRASSELT CO. 
WM. ESTY & CO., INC.... ALBERT EVANS & LE MAY ... FEDERAL ADVERTISING . 
GEARE-MARSTON, INC....J. STIRLING GETCHELL, INCORPORATED 
GRANT ADVERTISING... HENRI, HURST & McDONALD, INC....IN 
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OUAA Awards in 
(940 Better Copy 
Contest Posted 


Chic.:go, June 26.—Winners of 
vard- in the 1940 Better Copy 
ntes. of the Public Utilities Ad- 
ising Association were = an- 
ed here last night at the 
final session. 


National awards for various types 
f copy follow: 

Public relations newspaper ad- 
vertising: Consolidated Edison Com- 
pany of New York. 

Electric load building newspaper 
advertising: Pacific Gas and Elec- 
tric Company, San Francisco. 

Electric merchandise newspaper 
advertising: Indianapolis Power & 
Light Company, Indianapolis. 

Gas load building newspaper ad- 
vertising: Amarillo Gas Company, 
Amarillo, Tex. 

Gas merchandise newspaper ad- 
vertising: Washington Gas Light 
Company, Washington, D. C. 


( 


Michigan Consolidated Gas Com- 


pany, Detroit. 


Campaigns for all utility compa- 
nies: Consolidated Edison Company 


of New York. Window, electric displays, inside: 
Transportation newspaper adver- Consolidated Edison Company of 

tising: Cincinnati Gas & Electric New York. 

Company, Cincinnati. Window, gas displays, inside: 


Southern California Gas Company, 
Los Angeles 
Outdoor advertising: Consolidated 


Employe magazine: Niagara Hud- 
son Power Corporation, New York. 
Employe newspapers: Cincinnati 


Gas & Electric Company, Cincin- Edison Company of New York 
nati. Radio advertising: First award, 
Bill enclosures, residential custo- Pacific Gas and Electric Company, 


San Francisco: second award, Con- 
solidated Edison Company of New 
York 


mers: Southern California Edison 
Company, Los Angeles. 
Direct mail advertising: 
Edison Company. 
Special booklets, pamphlets, etc.: 


Boston 


Power Company 


Special award: Tennessee Electric 


Gree Roohlet 
“THE TRAVELING 
SALESMAN AND 


..E. H. BROWN ADVERTISING 


. .. CAMPBELL-EWALD CO. ... CLI 
... +» DONAHUE & COE, INC....DR 
..» FULLER & SMITH & ROSS, INC. 
. GEYER, CORNELL & NEWELL, INC 
.. KENYON & ECKHARDT, INC. 
. ARTHUR KUDNER, INCORPORAT 
Y... McCANN-ERICKSON, INC. 
REINCKE-ELLIS-YOUNGGREEN & FINN 
....THE SWEENEY & JAMES CO. 
..-TRACY-LOCKE-DAWSON, INC. 
INC....WESTON-BARNETT, INC. 
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W. P. Houchin, retail sales promotion, 
and Charles Gould, promotion manager, 
Chicago Herald-American, at AFA. 


Look Beyond War, 
Industrial Men 
Urged in Message 


Chicago, June 25.—Urging indus- 
try to participate wholeheartedly in 
the country’s preparedness program, 
but cautioning against abandoning 
its commercial markets unless 
cessitated by extreme emergency, a 
message prepared by the progran 
committee of the industrial adver- 
tising departmental of the Adver- 
tising Federation of America 
read here today by Harry 
Baum, advertising manager, 
banks, Morse & Co., chairman 
the meeting 

“True patriotism,” 
declared, “calls for 
business on a that 
the past, present, and future to im- 
prove our economic and — social 
status—at the time that 
produce war materials rapidly and 
efficiently.” 


ne- 


was 

Neal 
Fair- 
ol 


the 
conducting 
measures 


message 


basis 


same we 


“Now, and not at the end of the 
war,” it read, “is the time for 
American industry to get into 
shape so that it may be able to 
rehabilitate a bankrupt and di 


rupted world and at the same time 
maintam out ol 
living. This can be done by making 
effort) to improve” present 
commercial products, 
by 


present standards 
every 
by reducing 
costs, making 


by 


production 
pl oduct ® 


new 


and keeping industry 


on its toc in domestic and reg 
1" arket 
Looks to Future 
‘This policy will enable industry 


to handle the war job and yet per 
mit the United States to go forward 
immediately after the wat 
It will each 
ti maintain his competitive position 
in hi busine add 
busine to his knowledge 
during this emergency, 
and still go full speed ahead with 
his normal activities at the cessa- 
tion of hostilities. The last 
taught many manufacturers the eco 
nomic deadliness 


oVvel 
enable manufacturer 
present 

suited 
and facilitie 


war 


Wal 


of dropping com- 


mercial business in order to devote 
productive capacity to war busine 
only.” 

The message urged that 100 pet 
cent of present capacity of plant 


be used by multiple shift operation 
contrasted to the policy of build 


ing new factories. This procedure, 
it said, would help to absorb the i 2 
unemployment pool and thus rely : 
on the use of labor instead of capi : ie, 
tal in an emergency period. Where rs 
expansion is required the govern %. 
ment should guarantee its amort! 
zation, the paper declared ra 
The message also advocated that = 
if a manufacturer adds war or pre = 
paredness business to his activitie Pe 
the added production should bea ie 
its share of all normal costs of busi 2 
nes Agreement on cost accounting 


principles between government and 


industry should be arrived at so 
that the business of producing 
essentials can be handled 
busine and accounting p ‘ 
and become a part of and n 
arate entity in the pri e ¢ 
prize systen Prices thu 
based upon accounting practice 
profits that have been derived 
yeal of busin “pel r 
ne viil be De ( 
to xe increased by wal 
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Outside Assistance 


To the Editor: Here is an unusual 
picture which I thought might in- 
terest you. It shows an Esso poste 
on Pennsylvania avenue opposite 
Beechwood boulevard in Pittsburgh. 
It so happened that the circus 
pitched its tents right next to the 
poster which, of course, added sub- 
stantially to the pulling power and 
attractiveness of the poster. 

HENRY F. Woops, JR., 
Publicity Director, McCann- 
Erickson, Inc., New York. 

° 8 ¢ 


Problem of Commercials 
Comes to Fore Again 


To the Editor: Inasfar as Mr. 
Bartlett of the McJunkin Advertis- 
ing Company believes in doing 
away with the radio announcer, I 
am heartily in accord with him. 
The radio announcer of the past 
belongs in the Smithsonian. 

Dramatic presentation of the sales 
message has these three distinct 
advantages over the commercial 
blast fired by a radio announcer: 

1. It doesn’t interrupt the pace, 


or the mood, of the radio presenta- | 


tion, as a unit; 

2. It allows characters to make 
statements about the product 
amounting to effective endorsement, 
which would lack sincerity when 
voiced by an announcer who en- 
dorses other products, as well; 

3. It may make effective use of 
the psychological quirk in human 
nature by which people identify 
themselves with central figures in 
dramas and stories. Skilful hand- 
ling may make the listener identify 
himself, with the character prais- 
ing and enjoying the product. 

As a matter of fact, gentlemen, 
you’d better be on the alert for 
dramatic devices in the presenta- 
tion of commercials, for some day 
the radio “announcer” and _ radio 
“announceress,” will be relegated 
to the scrap heap. That some day, 
will be the day when television en- 
ters the picture as a medium on a 
large scale. 

The dramatic commercials plug- 
ging Tender Leaf Tea in “One 
Man’s Family” are scientifically 
sound. They are paced to the 
show. Strictly commercial, they 
yet have as much entertainment 
value as Benny’s gags revolving 
about “Jello.” The characters can 
be as honeyed about the merits of 
the product as they wish; they may 
make enthusiastic statements which 
would be downright immodest, if 
declaimed by an elocutionistic sta- 
tion-breaker. And finally, since 
“One Man’s Family” gives every 
member of the family “somebody 
to be,” and that somebody likes 
the products, the poor listener must 
carry out the affair to its natural 
conclusion—and sometime, he’s go- 
ing to try the product. 

Now, Mr. Zivi, of Newby, Peron 
and Flitcraft, Inc., points out the 
importance of the subconscious ef- 
fect of straight commercial talk by 
an announcer. Such subconscious 
effect is patently important. But, 
may not the dramatic setting, the 
artistic handling of dialog, and the 
other elements which make up the 
dramatic commercial, be more ef- 
fective from the standpoint of lay- 
ing a little egg which the listener's 
subconscious mind will hatch out 
into a full-blown desire to pur- 
chase? 

You see, the whole theory back 
of dramatizing a commercial plug, 
is the fundamental principle of ped- 
agogy that the average person 
learns better from a demonstration 
or from actually doing, than he 
does from reading or from a lec- 
ture The little drama gives the 
listener a demonstration of how to 
go about liking the product. And I 
do not believe the radio audience 
will take offense at this method of 
presentation 

It is a question in my mind as to 
the soundness of the technique of 


Voice of the Advertiser 


This department is a reader’s forum. 


Letters are welcome. 


CIRCUS COMES ALONG AT RIGHT TIME 


This circus poster for Esso got a lot of 
placed its tent 


extra punch when a circus considerately 
right behind it. 


| Probably, I would be called a Bol- 
shevik for daring to believe it 
| doesn’t sell goods. But, as Mr. Zivi 
| points out, advertisers who indulge 
{in this light-hearted technique, 
make certain of getting their points 
| over, by inserting a couple of good 
solid slugs of commercial talk— 
| but good solid slugs. 

Psychologically, the more serious 
drama, seems to be more sound 
than the gag, as a means of selling. 

LAURENCE E. NEVILLE, 
Director of Continuity, KMOX, 
St. Louis. 
ev © 


| 
be St. Elmo Lewis 
Makes a Suggestion 
To the Editor: It was an interest- 
- note in recent “Age” that The 
Associated Business Papers have 
recently republished excerpts from 
“Intensive Advertising’ by our old 
|friend John E. Kennedy, of “Rea- 
'son Why Copy” fame. 
| Some of the Old Masters such as 
| Powers, Hopkins and Kennedy 
|solved a long time ago many of the 
problems with which the men of 
|the present are still struggling, ap- 
| parently all unconscious that such 
}men lived and won victories. Some 
|day advertisers and their managers 
|will discover Robert Ruxton who 
|knew more about pre-testing “copy” 
|—made it work and knew why it 
| worked, than any man whom I 
| have met in advertising. 
| I’d like to see the 


philosophy 
technique and experiences of these 
men collectively published for the 
benefit of our teachers and students 
of advertising. I have a copy in 
|my library of Kennedy’s original 
| book. Such a trail blazer was for- 
| tunate in selecting Albert Lasker 
| for his boss. 


| 


E. St. Etmo Lewis, 
Detroit, Mich 


7, FT F 


Flexible Display Piece 

| To the Editor: On page 18 of your 
| June 10 issue, you show an unusual 
| optical display card. We have de- 
veleped what we feel also to be an 
|}unusual, flexible display piece for 
paint advertising. The enclosed 
photograph and sheets show full 
details. 

Surveys have proved that certain 
paint advertising should appeal to 
women. To put over the point that 
the average woman can paint many 
objects around the 


house, it was 


ELASTIC 


tying. in the product with- gags.s Id: thig Hilpley piece can be adapted to 
is done—-it is.done sy shows which"; maby Hositions, instead of rigidly main. 


have - great: ‘liswening audiences. 


taining only one. 


felt that a life-sized figure of a 
woman would be excellent. How- 
ever, since the usual rigid display 
figure could not be shown in differ- 
ent poses and skirt styles and coif- 
fures change rapidly to outdate a 
design, we developed a flexible dis- 
play piece. 

The Fuller “Gal” stands sixty- 
three inches high—a striking per- 
sonality in her vivid red slack out- 
fit. Slacks have come into very 
common use and the general type 
hair-do shown should be in style 


for years. The design is screen- 
processed on tempered Masonite 
and consists of seven pieces—the 


head, torso, left arm, two right 
arms (one with and one without a 
brush), standing legs and kneeling 
legs. Parts are interchangeable 
through the use of thumbscrews. 
The head and torso can be tilted 
and the arms placed to point in 
any direction. 

The Fuller “Gal” can be used in 
a standing or kneeling position to 
give variety and to make her fit 
into almost any type of display. 
She can be shown as if painting a 
chair, a piece of furniture or the 
floor, or to have her directing at- 
tention to other display pieces, a 
painted or wallpapered wall, a mir- 
ror, etc. This flexibility makes the 
Fuller “Gal” of great value! 
Whether standing, kneeling, point- 
ing or painting, she looks extremely 
life-like. 

HENRY SHOBAR, 

Advertising Department, W. P. 

Fuller & Co., San Francisco. 
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Carries Patriotic 


Message on Envelope 

To the Editor: Noted your two 
different ads on “God Bless Amer- 
ica” which you stated caused quite 
a little bit of comment. We have 
printed on all of our envelopes, “Let 
Us Be Thankful We Live in Amer- 
ica,” as you no doubt will notice. 
This has caused a lot of favorable 
comment when we sent out our 
statements the first of the month 
locally and quite a response from 
the manufacturers we do business 
with. In fact, they have asked us 
if they could use the same thing. 

L. B. KOuuIner, 
Kolliner’s, Inc., Stillwater, 
Minn 


v v v 
Timely Story 
To the Editor: Your Page 1 “Pat- 
man-Byoir .. .” article in the June 
10 ADVERTISING AGE is most timely. 
li has definite interest for those of 
us commissioned to serve as Naval 


Public Relations Officers “if and 
when.” 
May I trouble you to send a 


marked copy of this edition to Lieut 
E. W. Crandall, Headquarters, Ninth 
Naval District, Great Lakes, Illi- 
nois, with a note to the effect I 
asked you to send it to him? 

Lieut. Crandall is Naval Public 
Relations coordinator for the Ninth 
Naval District, comprising 13 states 

Your valued cooperation in this 
matter shall be very much appreci- 
ated by the Commandant 

G. S. BESKIN, 


Lieut. USNR., Minneapolis 


Los Angeles, Too 

To the Editor: On June 17 ADVER- 
TISING AGE said: “Aside from De- 
troit, the only other major city in 
which local street car and bus space 
is currently outside Collier control 
is New Orleans.” See Page 8, bot- 
tom of column 2. 

Since your publication, earlier in 
the year, published the news that 
our company controls street car ad- 
vertising in Los Angeles, ADVER- 
TISING AGE’s statement of June 17 
is in error. 

Historically, Mr. Maynard Boyce 
served Collier’s local organization 
from 1916 to 1935 and for all but 
three years of this time was in 
charge of sales for Southern Cali- 
fornia. In 1935 Mr. Boyce obtained 
control of bus advertising in Long 


Beach, Santa Monica and San 
Pedro (population 350,000) under 
the name of Boyce Motor Coach 
Advertising Company with main 
office in Long Beach. 

Organized in December, 1939, 


Maynard Boyce, Inc., was granted 
exclusive right to sell the space in 
the street cars and busses of Los 
Angeles Railway Corporation and 
Los Angeles Motor Coach Company 
which together carry 22,466,930 
passengers per month—or 86 per 
cent of local car card circulation. 

Since we do not have 
representation, your statement of 
June 17 may work a hardship on 
us. Please therefore publish as 
soon as possible a statement to the 
effect that Maynard Boyce, Inc. 
controls street car and bus adver- 
tising in the immense Los Angeles 
market. 

C. N. ParKeEr Jr., 
Secretary-Treasurer, Maynard 
Boyce, Inc., Los Angeles. 
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Standard Brands Has 
Faith in Outlook 


To the Editor: While it must be 
admitted that world conditions to- 
day are far from’ encouraging, 
nevertheless Standard Brands looks 
forward with confidence to a not- 
able improvement in the not too 
distant future. In proof of this out- 
look I need only cite some instances 
of what we are doing to be pre- 


Eastern | 


— 


pared for the progress that we fg, 
the future holds for business a), 
our country and people. We ha». 
purchased new plants and en); 
and modernized existing ones: 
have placed new products on 4, 
market and have improved 4, 
quality and packaging of 4» 
already famous items. W 
spending large sums of money 
research to develop new corven). 
ent, healthful and economical! prog. 
ucts and new uses for well-.stap. 
lished ones. With all this activi 
we have continued to carry 6n ex. 
tensive advertising to  accuain 
people with the advantages cf oy 
products and our service. 
THOMAS L. SMIrT 
President, Standard Bran {sg 
Inc., New York. 
vvy 


PREPAREDNESS 


BUILD your new home of CONCRETE 
or BRICK 
Have it 


wt 


George G. Kingston Jr. 


131 KINGSBORO RD. Gen. 6987-] 


CONRACTOR and BUILDER 


Specializing in Masonry Construction 


x 


Jumping the gun on timeliness is this 
newspaper copy offering bombproo! 
houses to Americans. 


With a Capital P 

To the Editor: The enclosed clip- 
ping certainly typifies preparednes 
with a capital P. 

The advertisement appeared 
the Rochester Sunday Democrat é 
Chronicle of June 23 and I though’ 
it might prove interesting to you 


readers as an indication of what iff 


means to live on the 
30rder. 

My only hope is that the builde: 
of this home are about one hundre 
years ahead of their time. 

E. J. RANDALL, 
The Sun, Rochester, N. Y 


Canadia 


Well, you tell me 


how to get 


decent product 


identification in black and 


if 


1 


UJurpooR >\DVERTISING _ NCORPORATED 


National Sales Representative of the Outdoor Industry 
60 East 42nd Street, New York City 


Atlanta - Baltimore « Boston - Chicago - Cleveland - Detyeit - 


Houston ~ Los Angeles - Philadelphia - St Louis - Sam Freee? 
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ADVERTISING AGE 


LEAD CONCLAVE 


Philip J. McAteer, Boston, and Aubyn 

Chinn, Chicago, presiding at the joint 

session of men's and women's advertising 

clubs, which they represent on the AFA 
Board. 


12 Oil Companies 
Sued for $945,000 
for Price Fixing 


Cases Are Outgrowth 
of Madison "'Conspira- 
cy" Trial 


Madison, Wis., June 25. — Eleven 


gasoline jobbers and consumers 
filed civil suits in U. S. district 
court here Saturday demanding 


$945,480 in damages from 12 major 
oil companies for alleged violation 
of the federal anti-trust laws. 

The defendants, all of whom have 
been convicted of Sherman act vio- 
lations in U. S. district court here, 
are Socony-Vacuum Oil Company; 
Wadhams Oil Company; Empire 
Oil & Refining Co.; Continental Oil 
Co.; Pure Oil Co.; Shell Petroleum 
Corporation; Phillips Petroleum 
Company; Skelly Oil Company; 
Globe Oil & Refining Company 
(Oklahoma); Globe Oil & Refining 
Company (Illinois); Sinclair Refin- 
ing Company; and Mid-Continent 
Petroleum Corporation. 

Jobber plaintiffs and the dam- 
ages they are asking are: Wilson 
Oil Products Company, Minneapolis, 
$435,840; Hi-Test Gas & Oil Com- 
pany, Lidgerwood, N. D., $19,200; 
Sinaiko Bros. Coal & Oil Company, 
Madison, $31,680; Monark Petrol- 
eum Corporation, Minneapolis, $72,- 
300, and Three Star Oil Company, 
Breckenridge, Minn., $94,800. 

Consumer plaintiffs and_ the 
amounts asked for damages are 
Watson Transportation Company, 
Omaha, $120,000; Hennepin Trans- 
portation Company, Minneapolis, 
$12,000; Cushman Motor Delivery, 
Chicago, $30,000; Werner Transpor- 
tation Company, Chicago, $30,660; 
Raymond Bros. Motor Transporta- 
tion Company, Inc., St. Cloud, 
Minn., $60,000; and Blue and White 
Cab Company, St. Paul, $39,000. 


Claims Injuries 


Each of the jobber plaintiffs 
charges that as a result of the 
illeged illegal conspiracy, the firm 
was injured in the following ways: 

“The volume of its profits de- 
rived from its gasoline business 
everely declined and plaintiff suf- 
ered substantial loss and damage. 

“By reason of the unlawful acts 
nd conduct of the defendants, 
laintiff was compelled to and did 
ay high prices for gasoline above 
he fair market price which would 
ave existed had there been no con- 
piracy. 

“Plaintiff has also been deprived 
fa large volume of business which 
laintiff would otherwise have ob- 
iined but for the increased prices 
f gasoline which plaintiff was com- 
elled to pay above the fair market 

ice which would have existed had 
ere been no conspiracy as herein 
leged, and has thereby been pre- 
nted from operating at a fair and 
isonable profit. 

The cost of operating and con- 
icting plaintiff's business has been 
creased by the abnormal and ex- 
ssive cost of gasoline 
‘Plaintiff has been compelled to 

purchase gasoline in said Mid-West- 


ern area at a higher price than 
plaintiff would have under competi- 
tion with normal market condi- 
tions.” 


Consumers’ Charges 


Each of the consumer plaintiffs 
charges that, as a result of the 
alleged conspiracy, the firm was in- 
jured in the following ways: 

“Plaintiff has been compelled to 
pay the prices fixed by the defend- 
ants for gasoline, and has thereby 
been compelled to pay prices above 
the fair market price which would 
have existed had there been no 
conspiracy. 

“Plaintiff has been compelled to 
sell its services at rates which did 
not yield plaintiff a fair and rea- 
sonable profit above the cost of op- 
eration including the cost to plain- 


tiff of gasoline. 

“Plaintiff has failed to make con- 
tracts for its services which plain- 
tiff would otherwise have been able 
to make and would have yielded 


plaintiff a fair and_ reasonable 
profit. 
“Plaintiff has been deprived of 


a large volume of business which 
plaintiff would otherwise have ob- 
tained and has thereby been pre- 
vented from operating at a fair 
and reasonable profit. 

“The cost of operating and con- 
ducting plaintiff's business has been 
increased by the abnormal and ex- 
cessive cost of gasoline. 

“Plaintiff has been compelled to 
purchase gasoline in said Mid- 
Western area at a higher price than 


plaintiff would have under com- 


petition and normal market condi- 
tions.” 

Two of the jobber plaintiffs, the 
Sinaiko Bros. and Hi-Test Gas & 
Oil Company, recently filed suits 
here asking $800,000 in damages 
from the Ethyl Gasoline Corpora- 
tion and the Skelly Oil Company 
under the antitrust penalty clauses 
of the Clayton act. 

The civil action cites the history 
of the criminal prosecutions against 
the 12 companies in federal court 
here. The conviction of the de- 
fendant firms was affirmed on May 
6, 1940, by the U. S. supreme court. 


Poor Richard to Install 
New officers will be installed at 

the annual meeting of the 

Richard Club, Philadelphia, July 15. 


Poor 


“Flour Trade Reporter” 
Makes Bow 


The first issue of a national 
monthly newspaper for flour buyers 
and distributors, Flour Trade Re- 
porter, appeared with the June issue 
under the sponsorship of the Ameri- 
can Miller, 330 S. Wells street, Chi- 
cago. 

An eventual distribution of 75,000 
copies monthly is planned, split into 
four zones east of the Rocky Moun- 
tains. A nominal subscription price 
of one dollar is listed but distribu- 
tions will be on a controlled basis. 


Weill Joins Kleppner 

Norman Weill has dissolved the 
agency he operated under his name 
in New York to join Kleppner Com- 
pany, New York, in an executive 
capocity 
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| | Way back in 1933, KMBC'S Rew integra: 
ne plant-antenna was big news to advertisers! 

| Now KMBC’s new 544 foot Blaw-Knox 
antenna—broadcasting 5,000 Watts Day Hy 
and Night—is news again! Newsworthy | 
because it is a symbol of KMBC’s con- ‘ 
stantly improved technical perfection.. of 
program production showmanship that 
won Variety's 1939 Plaque...of our ability 
to produce effective results for advertisers 
in the prosperous Middle West! 


National Time Reps: : | 


a Free & Peters, Inc. 

H National Program Reps: 
George E. Halley 

400 Deming Place 

; Chicago, Hl. 

; Columbia Artists, Inc. 
485 Madison Ave, 

i. ee New York City 

t gee.” 

i Columbia Management, Inc. 

iy Columbia Square 


_ Hollywood, Calif. 
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Sell or Sink, 
Moock’s Warning 


to United States 


Tough Competition 
Ahead, Plymouth's Star 
Asserts 


Chicago, June 25.—In view of 
the prospect of “the toughest com- 
petition the United States has ever 
faced,” H. G. Moock, executive 
vice-president, Plymouth Division- 
Chrysler Corporation, changed the 
subject of his address before the 
Newspaper Advertising Executives 
Association today from “Sell or 
Else” to “Sell or Sink!” Mr. Moock 
was the magnet who attracted 250 
advertising men to the association’s 
luncheon at the Hotel LaSalle. His 
address followed a crowded morn- 
ing session divided by D. A. Lund- 
gren, advertising manager, Clinton 
Herald, who gave results of a rate 
survey; Joseph Foltz, advertising 
manager, Lansing State Journal, 
who discussed incentives to 
men; Dr. Kenneth Dameron, com- 
mittee on Consumer Relations in 
Advertising, Inc., on the consumer 
movement, and John H. Hoagland, 
promotion manager, Louisville 


sales- 


Courier-Journal and Times, who 

told how Louisville and the state 

were re-sold to each other. 
The Present Essential 

The present international situa- 

tion, Mr. Moock said, demands 

“cool thinking and hot perform- 


ance” by every business man in the 
United States. He expressed con- 
viction, however, that the response 
to rearmament or any other demand 
on the country’s manufacturers 
would surprise all concerned. “Look 
cock-eyed at one of our modern 
factories,’ he commented, “and 


they'll pile up more merchandise 
than you can sell in a couple of 
years,” 


Mr. Moock derided the frequently 
expressed notion that the automo- 
t've industry has reached anything 
resembling a saturation point. This 
word is a misnomer, he said, as 
long as a lot of boys and girls are 


coming along to replace the genera- 


F R F t with your 
first Order 

Jar and Brush FREE with your first order 
S S$ Artist Rubber Cement. Nationally 
used, 3 grades: Light, Medium, Heavy. $2.75. 
per gal. postpaid. For Friskets use $ S Spe- 
cial Frisket Cement, $3.50 per gal 

6S RUBBER CEMENT CO. 


3438 No Halsted St. CHICAGO, ILL 


FROM THE PLAINS 


Harry T. Keller, Omaha World-Herald, 
and W. W. White, Journal Star, Lincoln, 
Neb., at AFA newspaper meeting. 


tion, and as long as “everybody 
wants to go some place _ sitting 
down.” He said he is not concerned 


with the youngsters’ unemployment 
problem. They'll get the where- 
withal some place, he predicted. 

Reviewing the history of the 
automotive field, Mr. Moock said 
that 1,000 brands have been boiled 
down to 16, but that competition 
is keener than ever and everybody 
in the industry is glad of it. One 
result is that the trade is rolling 
along at its hottest pace since 1929. 
He said that billions for defense is 
bound to accelerate the tempo of all 
business as the dollars percolate 
into every business and walk of 
life. 


Prices Per Pound 


He also recited the industry’s 
record of reducing prices constantly 
as it improved the performance of 


its products, saying that the cost 
per horse power is now only $8. 
The Plymouth car, he said, costs 


only 27 cents per pound, compared 
with $1.28 for shoes, $4 for clothing 
and $8 for women’s hats. The chief 
job of new models, he explained, 
is to make every wife in the coun- 
try dissatisfied with the old one 
Mr. Moock also ridiculed the idea 
that machines throw men out of 
work. The shock absorber alone 1s 
giving employment to 4,500,000 
From the merchandising view- 
point, the industry has plenty to 


think about. The public idea that 
‘all cars are good” has thrown a 
new burden on advertising 


“There is no over-production in 
the United States,” said the distin- 
guished “There is only 
under-consumption. We need more 
of everything, including more 
vertising and selling It's not the 
high cost of selling that hurts, but 
the high cost of not selling 

“[ agree with your 
this morning, the psychologist who 
that the public doesn't 
how old you are cr how long you 
have been in business, but 
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what you can do to make its life 
easier. Those are brutal words, 
but true, and we have got to paste 
these facts where they will never 
be forgotten. 


Better Selling Vital 


“Many industries which are suf- 
fering from stagnation have got to 
do better selling jobs. They have 
got to get accustomed to the idea 
that $25,000 is not too much for 
the man who can sell. Have you 
noticed that the baseball people 
have found it necessary to re-sell 
the national game to the youths of 
the country? 

“Our colleges are turning out 
lawyers and engineers by the hun- 
dred, but they are neglecting sales- 
manship. I personally am doing 
everything I can to induce these 
college-trained men to devote their 
lives to the business and art of sell- 
ing, where the rewards are limited 
only by their own ability.” 

Mr. Moock said that business men 
know too little of their own affairs, 
and that he has had great difficulty 
in answering some of his own son’s 
auestions. 

“We've got to sell the youngsters 
the idea that business starts and 
ends with selling,” he said. “There 
are 17 million boxes of Florida 
grapefruit in storage because we 
are not good enough salesmen.” 

He concluded with a denial that 
the automotive industry is pre- 
possessed in favor of any one me- 
dium. 

“We want only to sell more cars,” 
he said. “We spend $13,000,000 a 
year for advertising and we are 
wide open to suggestions as to how 
to make this money do a _ better 
selling job.” 


Rate Practices Studied 


Mr. Lundgren’s rate survey indi- 
cated that 76 per cent of the news- 
papers queried charge the national 
rate on new car which is 
billed to the dealer; 14 per cent 
give the local rate and the remain- 
der a “compromise rate.” National 
brand tire signed by one 
dealer is billed at the national rate 
by 83.5 per cent of the newspapers 
and at the local rate by 16.5 per 
cent. Where more than one dealer 
signs tire copy, refrigerator or radio 
copy, few newspapers charge the 
national rate. The local rate usually 
applies also where national brands 
ct refrigerators or radios are men- 
tioned as a part of retail copy, the 
exact percentage being 84.8 

Mr. Lundgren that the sur- 
vey emphasized the need of deter- 
mining just what is local or national 
advertising 

Mr. Foltz reported a trend among 
newspapers to substitute paid vaca- 


copy 


copy 


said 


tions, group insurance and other 
welfare plans for bonus systems 
The latter tend to create cliques 


and create jealousy, while the new 
methods 
said 


make for team-work, he 
Consumer Drive Acute 


said that a wat 
atmosphere makes the agitation of 


Di Dameron 


consumers more acute. He said the 
consumer movement has something 
in common with the labor move- 


both 


leaders 


ment, 
thei 
most 


being 
The 
consumers, he 
they talk national and think retail 
that is, criticise national advertis- 
ing, when they are 
with 
local 


dominated by 
trouble 
said, is that 


with 


really dissatistied 
poor service given by some 
store 

He regards the cooperative move- 
ment as a safety valve for dis- 
gruntled consumers and said that 
an expansion of cooperatives seems 
likely Only 22 per cent of 
sumers were familiar 
demand for informative 
and advertising a 
about one-third of them are now 
interested in it. The great obstacle 
in meeting the demands of consum- 
ers has been the unwillingness of 
consumer leaders to 


con- 
with the 
labeling 


year ago, while 


discuss the 


situation with business 
They have also succeeded in dis- 
crediting the Better Business Bu- 


reaus Of the country in some quar- 
ters by coining the phrase, 
organization,” which has 
applied to othe 

ing with business 
said, 


ignorance of m 


“captive 
also been 
work- 


lead- 


amazing 


associations 
Consume! 
ers, he manifest 


idern merchandising 


OLD AND NEW PRESIDENTS TOGETHER 


Ceo BI 


*<* ace Me 


In this group are the incoming and outgoing presidents of the Newspaper Adver- 


tising Executives Association. 


Left to right: Leo Barland, Williamsport, Pa., Sun; 


R. Drew, Milwaukee Journal; C. &. Phillips, Rockford Newspapers, incoming 
president; Sid R. Phillips, Columbus Journal; L. H. Brownholtz, O'Mara & Ormsbee: 
Harry R. Hill, Fargo Forum; and Forrest Geneva, Des Moines Register, retiring 

president. 


Out in force was the advertising staff of the Louisville Courier Journal and Tmes. 
Left to right: H. M. McClaskey, advertising director; John H. Hoagland, director 
of promotion; and J. G. Noonan, local advertising manager. 


methods and problems. He _ said 
that the newspaper contribution to 
the solution might consist of closer 
cooperation between advertising 
and editorial departments He 
warned newspapers against damn- 
ing other media, and said that the 
newspaper advertising manager 
might well act as a public relations 
counselor. 


Need of Education 


retailers for 
Consumers Union 
Consumers’ Research in their 
ing. The familiar story of 
private brands mentioned by 
reports is that they are 
they are  unadvertised 
Newspapers should 


He criticised 
reports of 


using 
and 
sell- 
some 
these 
cheape! 
because 
enlighten the 


public as to the true facts 
Dr. Dameron said that the best 
known advertised products have 


proven themselves invulnerable to 
attack, though some less’. well 
entrenched lines have — suffered. 


Informative copy can be presented 
in an interesting way, he insisted, 
and a test made by Abraham & 
Strauss showed that it pulled 10 per 
cent better than “glamor” copy 

Mr Hoagland said that” the 
Courier-Journal Times 
monopoly thrust 
immediately 


and had a 
upon them and 
found themselves in 


possession of some new problems 
Chief of these was the apathy, if 
not antagonism of Louisville and 
the remainder of Kentucky and 


Indiana to each other—a 
had 


city’s wholesale business 


Southern 
situation damaged the 
The news- 
papers, in addition to spending far 
more money on news services than 


which 


in the days of competition, insti- 
tuted an active campaign to make 
the city and the hinterland better 
acquainted and therefore more 


friendly 
Seek Mutual Aid 


He said 
such an 


that it is essential in 
undertaking to have an 
unselfish objective, the goal being 
to help smaller municipalities in 
the trade area as well as Louisville 
In addition to creating better park- 
ing facilities and better roads in 
behalf of Louisville, the newspaper: 


sponsored good will tours of busi- 
ness men to the smaller centers. It 
helped publicize local events sucl 


as tobacco festivals Recently, the 


dailies have borrowed a Des Moines 


idea of bringing down-state high 
school graduates into the metropo- 
lis so that tomorrow's business men 
will not be antagonistic to Louis- 


ville 


Contests for 


farmers and 


a farm 


women’s forum were other features 
of the plan, which has made Ken- 
tuckiana one happy family. 


Bowman & Columbia, 


N. Y. Agency, Dissolves 


C. Luckey 


Bowman, 


formerly 


president of Bowman & Columbia, 
New York agency recently dis- 
solved, has joined the New York 
office of Ivey & Ellington in an 
xecutive capacity Curtis F. Co- 
lumbia, formerly vice-president of 
the agency, has jained Alley & 
Richards, New York, in an execu- 
tive capacity vey & Ellington, 
Philadelphia, has taken over the 
agency’s former offices at 155 E 
44th street 


Joins “Herald Tribune” 


Emerson T 


formerly asso- 
ciated with three New York news- 
papers, the Journal-American, 
News and World-Telegram, has 
been appointed assistant to William 
Robson, advertising director of the 
New York Herald Tribune 
Rosette Adds Two 
F. S. Carnegie Shoes, Inv New 
York, and Mullein’ Laboratories, 
New York, have appointed the 
Rosette Advertising Agency, New 
York, to handle their advertising 


Newspapers will 


ccounts 


Dve, 


be used ft 


botl 


KAUFMANN & FABRY CO. 


425 5s 


TELEPHONE > 


WABASH AVE 


HARRISON 


* CHICAGO 


3135 
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tor of the Indianapolis News, and S. E. Thomason, publisher, Chi- | ness. He criticised regulations 


Gives New Data 
on Readership 
of Newspapers 


Summary of Fifteen 
Surveys Presented by 
Breckenridge 


-Figures on the 
readers who note 
part of advertising in news- 
were given to the News- 
Advertising Executives As- 
ciation yesterday afternoon § by 
ilder Breckenridge, man- 
ger, Bureau of Advertising, Ameri- 
in Newspaper Publishers Associa- 
tion. The summary was based on 
) newspaper surveys in the “Con- 
tinuing Study of Newspaper Read- 


Chicago, June 26. 
reentage of 
me 
ipers 
ipel 


sales 


Oo 
os 
The ratings are as follows: 
Men Women 


\dvertising except 


classified 78 94 
Local advertising 67 92 
Department store 

advertising 32 82 
National advertising 53 59 
\musement advertising 43 58 
‘lassitied 35 42 


Analysis of the 15 studies made 
thus far confirms the original find- 
ngs that newspaper readers are ex- 
home-town minded, Mr. 
said, suggesting that 
find it necessary to 
cater to this “insular viewpoint” 
with some form of localization It 
ilso ads to the mountain of evidence 
piling up that left-hand position Is 
better than right. Of male readers, 
69 per cent noted some advertising 
on the left-hand pages, while only 
65 per cent read of that on 
the right. The corresponding fig- 
for women are 77 and 75 per 


remel\ 
Breckenridge 
dvertisers may 


some 


ures 
cent 
Copy in front of page 7 was seen 


by a somewhat larger percentage 
than that back of this dividing 
point 
Variations in Results 

Mr. Breckenridge said that the 
most significant findings are that 
kilful use attracts twice as many 
readers as mediocre or poor copy 
This is true in both the national 
ind retail field fesults of the ad- 
ertising of the same advertiser in 
the same city vary widely. One of 
the country’s largest food adver- 


tisers attracted only 6 per cent of 
the women readers with a 672-line 
opy,. While he won 32 per cent with 
678 lines Picture continues 
pull One advertisement for 
inufacturer of first-aid material 
sed 795 lines and attracted 50 per 
cent of the men and 66 per cent of 
the women. Another slightly larger 
of copy, 810 lines, for the 
me advertiser, was noted by only 
per cent of the men and 46 pet 
cent of the women 
Despite the fact that Chesterfield 


copy 


al 


ece 


copy is often criticised as lacking 
punch, it has enjoyed some high 
batting averages, M1 jreckenridge 
suid A 1,328-line advertisement 
pped 46 per cent of the men and 
66 per cent of women. A 744-line 
ertisement halted 52 per cent of 
men and 55 per cent of the 
men 
Ine agency is attempting to de- 
nine the most economical space 
unit in the light of these findings 


believes that 450 lines is about 


End 
Curley, advertising man- 
Telegraph - Herald, 
Menace of High 
sure Selling Methods,” quoting 
executive of an oil company 
ng that he didn’t know when he 
his ge to use a 
ne paper campaign that he 
ng “into a 1 w ; 

( ey urged that 
newspaper list by 
firing” 
included 
liscussion of standards of mer- 
lising practices led by 

Ros Reynolds, advertising direc- 


“Civil War” 
car J 


Dubuque 
e on “The 


Ss 
zed 


ncy 


Mi 
announcemen| 


C1\ Val 


an 
fo! 


agency 


ceast signal all of 


not 


Was 


the association appointed a com- 
mittee headed by Frank E. Tripp, 
general manager, Gannett News- 
papers, to consider possible revision 
ot Paragraph 5 and to report at the 
fall meeting. This paragraph reads 
as follows: 

“To decline requests for service 
that clearly not within the 
province of newspaper, such as 
selling goods or other canvassing, 
or the payment of bills for printing 
and of letters, broadsides, 
etc.” 


are 
a 


postage 


Importance of Morale 


cago Daily News, addressed the 
association today, expressing the 
viewpoint that morale is the most 


vital characteristic of the successful 
newspaper sales force. One news- 
paper, he said, never employs a 
salesman who has not begun at the 
bottom in its organization. While 
this plan forces it to forego the 


services of some star producers, Mr 
Thomason said that results have 
proved the soundness of the 
tem. 

Eugene S. Robb, Washington rep- 
resentative, Hearst Enterprises, sug- 


SVs- 


which specify what advertisers shall 


Say, 


as well as what they shall not 


Fleetwheel Changes 


R. L. Barnhill, director and presi- 


dent, and A. W. Brokate, 
have resigned from 
Gliders, Inc., Bristol, P: 


director, 


Fleetwheel 


1., being 


succeeded by Frank de Ganahl, di 
rector and president; Ira S. Wilson, 
director and treasurer, and William 
Britton Stitt, director and secretary 
The company, now owned by Fleet- 


wings, Inc., will 
to Fleetwheels, 


change 
Inc 


its name 


Joins Conover-Mast 

Richard T. Roney, formerly with 
Vanderbie & Rubens, Inc., Chicago, 
and the Chicago Elevated Lines. 
has joined the Conover-Mast Cor- 
poration Eastern representative 
of Plant-Production Directory 


as 


Reading Chain Appoints 


Reading Chain & Block Corpora- 
tion has appointed Beaumont, Hel- 


ler & Sperling, Reading, Pa., to 
handle its advertising Business 
pupers and direct mail are being 


used 


gested that the government's re- Plan New W6XAO Home 
It was reported that many news- armament plans may cause a Regal Appoints Ayer Construction work will begin 
papers regard postage as a legiti- relaxation of the “enormous re- Regal Shoe Company, Whitman, Juls 1 on the new Don Lee televi- 
mate merchandising expense with- strictions” placed upon advertising, Mass., has appointed N. W. Ayer & sion home for W6XAO, on Mount 
out certain boundaries. as well as other activities of busi- Son, Inc., to handle its advertising. Lee overlooking Hollywood 
Our circulation is even bigger than we 
figured! The A.B.C. Audit Report for the —t 
; Tr 
period ending March 31, 1940, reveals the 3 Ky : 
fact that The Journal's total daily circula- ea 
7 7 
tion is 1,022 greater than our publisher's a 
statement indicated. The Journal’s daily _ rT | 
circulation continues to be the largest of <a 
Leal 
any daily paper ever published in Oregon! 7 
Total Daily Circulation . ym 
A.B.C. Audit Report, March 31, 1940: = 
Daily Journal . 140,570 z= 
om 
In Oregon's one and only major market — ead 
Portland's populous trading territory of ®t 
136,584* families—over half of the entire ~ 
buying power of the state is concentrated. _ 
The Journal's 105,725 daily city and = 
suburban circulation thoroughly covers 
this market! , 
j 
*Families from AAAA Market and Newspaper Statistics. . 
r - 
PORTLAND, OREGON 
REYNOLDS-FITZGERALD, Inc.—National Representatives 
New York, Chicago, Philadelphia, Detroit, San Francisco, Los Angeles, Seattle " 
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Space Salesmen 
Need Viewpoint 


of Advertiser 


McGrath Gives Views 
of Responsibility of 
Newspapers 


Chicago, June 26.—J. C. McGrath, 
advertising manager, W. T. Grant 
Company, New York, and sole rep- 
resentative of the outside viewpoint 
at the opening meeting of the News- 
paper Advertising Executives Asso- 
ciation at Hotel LaSalle Monday 
morning, told his audience that it is 
largely up to the newspapers them- 
selves how much business they get 
from Grant. Store managers are 
the sole judges of whether or not 
they shall advertise, and thus far, 


Mr. McGrath indicated, newspapers | 


have left something to be desired in 
selling these individuals. He made 
# plea for education of store man- 
agers on fundamentals of advertis- 
ing. 

Associated with Mr. McGrath on 
the opening program were Henry 
W. Manz, advertising director, Cin- 
cinnati Post, in charge of the ex- 
hibit at the convention, Aubrey F. 
Murray, advertising director, New 
Orleans Times-Picayune, who told 
of a score of annual promotions 
which produce 350,000 lines of extra 
business; Bernard Ridder, publisher 
St. Paul Dispatch and Pioneer-Press, 
who related the remarkable story 
of reversing a trend which was tak- 
ing dollars out of the city, and L. 
E. Keene, advertising manager, 
Kalamazoo Gazette, who presented 
an exhaustive survey of retail ad- 
vertising. 

Problems of Chain 


Mr. McGrath explained that the 
bulk of Grant’s business is done in 
convenience goods priced below $1. 
The company has always spent the 
lion’s sha ’‘e of its appropriation in 
newspapers. In an experiment last 
fall, 30 small town units ran one 
advertisement a month, after which 
87 per cent of the managers voted 
for continuation or expansion of ad- | 
vertising. As a result, Grant has ap- | 
plied the same plan to 40 small town | 
stores which have done little or no| 
advertising in the past. 

He said that store managers have 
authority to say “Yes” or “No” on | 
advertising, though orders usually 
emanate from headquarters. Since | 
most of these managers worked 
their way up from the ranks, they 


usually know more about selling,| Pletely erroneous theories on 


| signed. 


’| salesmen, he asserted, must assume | 


| subject at 


PERCENTAGE OF TOTAL ADVERTISING TO SALES 


Average 


NAEA 
Natl. Csh. 


All Volumes Harvard Regis. Co. 
All Cities Average Average 
Total Newsp. Total Adv. Total Adv. 
1938 
Department Stores : 3 3.3* 3.21 
Men's Apparel Specialty. 4.1 2.93 oy 2.7 
1938 
Women’s Apparel Specialty... 3.9 3.1 4.06 3.91 
Millinery Stores ........... . 49 4.2 
Credit Clothing Stores.... 4.7 3.4 fee 
1923 
Shoe Stores ....... ‘ 3.8 2.9 2.3 1.6 
Furniture Stores ....... 6. 4.8 Ay 5.15 
1924 
Grocery Stores .... eer 1.8 1.5 364 8 
DEORE BEBTHOUS «nc cc ceccsas 2.3 1.9 74 
Druggists ..... . 25 a. : Bi 
1927 
Jewelry Stores ........ inte ee 2.9 3.5 3.9 
Credit Jewelry Stores ....... 6.3 5. 
Appliance Stores ..... 4.4 3.6 ants 
1928 
Building Materials Dealers.... 1.6 1.2 53 49 
UM taka e saw ee sos a 1.4 2.50 
pemrawere BIOres .. oo. se ccces OM 1.9 866 
IDS aoe sas we oO orem 1.6 1.71 
Se PN ga vss eb weave vss Oe 1.5 et 
1923 
Auto Tires and Accessories.... 2.6 1.9 96 
to. ee ee oe 1.4 7 ea 


|the average space salesman talks| factory situation, outgo studies indi- 


|his own language rather than that| cated that expenditures in Minne- | 


of the prospect. The Cleveland News | apolis were causing St. Paul to die | 


is an exception. 
| Likewise, Mr. McGrath said, the 
| newspaper is inclined to quit selling 


about the time most institutions be- | 


gin it—that is, when the order is|more receptive to the theory that | 


The newspaper and _ its 


more responsibility for effectiveness 


lof advertising and must launch an 


organized effort to keep advertisers 
sold. 


News on Returns 


rant itself has done much to 
take the mystery out of advertising 


length in its bulletins. 
One of these explained that while 
the National Retail Dry Goods As- 
sociation expects a return of $10 for 
every advertising dollar, Grant has 
adopted a $4 ratio. On this basis, 
the store which spends $500 for ad- 
vertising usually makes $480 more 
net profit than the store which does 
none. The bulletin pointed out other 
considerations, such as building for 
the future by creating new custom- 
ers. 

Mr. McGrath said that publishers 
must take the initiative in eliminat- 
ing the small percentage of copy 
which causes criticism of advertis- 
ing generally and also educate the 
public on advertising costs. The av- 
erage man on the street holds com- 
this 


display and kindred subjects than | @uestion. The AFA series of 15 ad- 


advertising. Mr. McGrath said that 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing - Mimeographing 
THE LETTER SHOP, Inc. 


440 So. Dearborn St. Wabash 8655 
CHICAGO 


|vertisements has been helpful, but 


Mr. McGrath asserted that every 
newspaper should discuss advertis- 
ing economics daily in its columns. 
| They should also follow the lead of 
|Crowell and Gannett in attempting 
| to make their readers more intelli- 
| gent buyers, he concluded. 

| Mr. Ridder said that while income 
surveys in St. Paul showed a satis- 


ycture 
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‘UNDERWOOD & UNDERWOOD 


319 €. 44th ST., N.Y. C. 


241 E. ONTARIO SE, CHICAGO 


| for store managers by discussing the | 


| 


|of dry rot. While banks, hotels and | 

economists viewed this annual actual 
loss of $10,000,000 with equanimity, 
Mr. Ridder found the city’s women 
every dollar turns over 17 times, | 
and that thus the “flight of gold” 
actually amounted to a sacrifice of 
$170,000,000. 

His newspapers formed a Wom- 
en’s Institute, which staged monthly 
meetings with such headliners as! 
Mrs. Eleanor Roosevelt and Gladys | 
Swarthout as stars, and presented | 
style shows and other attractions. | 
Each member, who paid $2 a year, | 
was permitted to invite one guest. 
Committees were formed, including 
one for each retail store, with the | 
members telling the stores of the 
kinds of merchandise they should 
stock and employes of the type of 
selling they should perform. The! 
women brought pressure on dealers 
to buy through St. Paul wholesalers. 
They even went so far as to agitate 
for first run movies promptly, so 
that amusement seekers might be 
able to do as well at home as else- 
where. The latest project is a beau- 
tifying job, with one woman in each 
block to suggest and insist on face- 
lifting operations. 


Definite Results Shown 


The net result of all of this, Mr. | 
Ridder said, was to increase St. 
Paul bank deposits from $150,000,- 
000 to $190,000,000 within a year. 
While Minneapolis was supposed to 
be reaping the benefit of St. Paul's 
out-of-town buying, its own depos- 
its jumped from $300,000,000 to 
$315,000,000. St. Paul is now in 
fourth place in per capita purchas- 
ing power, Mr. Ridder said. A sim- 
ilar campaign has been opened in 
Duluth. 

Mr. Manz said that all of the ex- 
hibits of newspaper promotion will 
be made available in book form. Be- 
tween 500 and 600 pieces were pro- 
vided by 84 newspapers. 

Mr. Murray said that the only re- 
quirement for a special promotion 
d’etre. Otherwise the 
sponsor loses caste. 


IS a 


raison 


Buffalo Ad Club on 
Annual Jaunt 


The 16th annual “cruise” of the 
Greater Buffalo Advertising Club 
was held June 27 to July 1 in the 
form of a train trip to the Balsams, 
White Mountains, N. H. A special 
train took the Ad Clubbers to and 
from the vacation resort 

The club also is making plans for 
the fifth annual Gansen Depew 
Memorial Golf Tournament to be 
held at the Transit Valley Country 
Club July 23 Another golf date 
ahead is the annual Buffalo-Roches- 
ter team match at the Stafford 
Country Club on Aug. 9 


Names Zimmer-Keller 
Detroit-Michigan Stove Company 

has appointed Zimmer-Keller, Inc., 

Detroit, to handle its advertising 


THESE BROADCASTERS SEEM HAPPY AT AFA 


: 


‘ ‘ 


At the NAB departmental: Hugh Rush, 
WOWO, Ft. Wayne; C. F. Phillips, WFBL, Syracuse; and W. F. Dittman, WTMJ, 
Milwaukee. 


Bree eos a Ee 
: i + yi yer : , 
¢ " } J tp aa ; 4 


et . 


A. C. Nielsen Company; Ford Billings, 


Jack Laemmer, Blackett-Sample-Hummert, and Craig Lawrence, lowa Broadcasting 
Company, Des Moines, talk things over at the broadcasters’ departmental. 


William R. Cline, WLS, Chicago, and chairman of the NAB Sales Managers’ 
Committee, holds a pre-session confab with Wm. F. Dittman, WTMJ, Milwaukee, 
and Kar! Koerper, KMBC, Kansas City. 


Advertising's 
‘Oldsters’ Form 


20-Year Club 


Chicago, June 26.—An_ informal 
organization, chock full of reminis- 
cence and fun, was born here last 
night at the AFA convention when 
54 of advertising’s “oldsters” formed 
the 20-year club at a dinner at the 
Hotel Sherman. Chief organizers 
were W. Frank McClure, vice-presi- 
dent of Critchfield & Co., Chicago, 
and C. C. Younggreen, executive 
vice-president of Reincke-Ellis- 
Younggreen & Finn, Chicago. 


Identify Themselves 


To introduce the charter mem- 
bers of the club to each other they 
were called upon to rise and iden- 
tify themselves, when their num- 
ber of years in the advertising 
business was called, beginning with 
20. Some of the older of the old- 
sters were Judge E. A. Frost, coun- 
sellor to the Outdoor Advertising 
Association of America, 42 years; 
Homer J. Buckley, president of 
Buckley Dement & Co., Chicago, 38 
vears; and Gilbert T. Hodges, a 
member of the executive board of 
the New York Sun, 36 years. 


Made “Life Members” 


Quite in harmony with the fes- 
tive occasion was the motion to 
make Henry T. Ewald, president of 
Campbell-Ewald Company, Detroit, 
Mr. McClure, Mr. Buckley and Mr 
Hodges “life members” of the club 
Ii was the enthusiastic desire of the 
group to continue the 20-year club 
dinners at each AFA convention. 
Members of the club were identified 
at the organization dinner by large 
white lapel buttons with “20-Year 
Club” in red letters 


Taylor to Verifine 

C. L. Taylor, formerly assistant 
sales manager in charge of promo- 
tion at the Wander Company, Chi- 
cago, has been named general man- 
ager of Verifine Dairy Products 
Corporation, Milwaukee. 


Offers $25 for Design 


The Trade Compositor, official 
magazine of the International Trade 
Composition Association, 629 Chest- 
nut street, Philadelphia, is offering 
a $25 prize for a new emblem for 
the association. The closing date is 
August 31. 


MUeusrscotort 


RESS 
PASTED 


BOOKLETS 


Newscolor in booklet form 


printed in full color anc 
paste bound as printed o: 
our high speed rotary colo 
presses! Generous pag 
size 8'4 by 11 inches. Et 
fective low cost advertisin; 
for large users of consum 
er advertising. Write fo: 
samples. 
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More Advertising 
Will Take Sting 


Approves Radio Station 
to Police Air Waves 


A powerful radio monitoring sta- 
tion to police all radio communica- 
tions has been approved by Presi- 


WHEN ADFELLOWS GET TOGETHER 


L. B. Siegfried Named 

Laurance B. Siegfried, editor of 
American Printer, will join the staff 
of Syracuse University Sept. 15 as 
associate professor in the School of 


; ~becien - Journalism, printer to the univer- 
dent Roosevelt in signing a_ bill sity, and managing director of 
authorizing such a station to be Orange Publishing Company, uni- 

() f New Taxes established in Massachusetts. versity affiliate. 

H] 0 Expenditure of $30,000 by the 
Federal Communications Commis- 


Chicago, June 25.—The intelli- sion for launching the station is Volino Joins Staff 
“iness man will meet the | @uthorized in the legislation. The “ 

gent — , aim is to suppress radio interfer- Vito M. Volino, formerly mechan- 
challenze of more taxes with more) (and operation of unlicensed ical production manager of the Fred 
advert- ing. stations. A. Robbins Company, has joined 

This statement was made by iciieieaitiiictinintainan the sales staff of Collins, Miller & 
seorge F. Tilton, director of adver-| py. Hutchings, Inc., Chicago photo-en- 
08 Anheuser-Busch, Ince., St. Brinkman Moves see sith graver. He will be in charge of 
oss “, eee oseas eo age oe A ned gs Among those in earnest conversation at the AFA convention were, in the usual order, ~ 
sher! “eng ‘ a a@ener ‘ T, ” W. M. Hutchinson, president, Advertising Club of Indianapolis; Harold L. Ross, . 

=. se normal poll Indianapolis agency. secretary of the inane club; and Silbert Harry, couiihia of the Omaha MacKenzie Adds Three 
kets sirink and it becomes neces-| — Advertising Club. MacKenzie, Inc., Minneapolis, has 
sary ‘vt advertisers to reach more | Ocean Beach Promoted added these three accounts: Win- 
prospects in order to maintain vol- Ocean Beach Park, New London, ‘ ‘ J . get Kickernick Company, Minne- 
ume, Mr. Tilton pointed out. But| Conn, and the Short Line, Inc., | United Photos Appoints Appoints Yankee Service apolis, maker of underwear, lastex, 
while taxes may reduce the buying} operating excursions to Newport! United Photos, Inc., Chicago mail West Hartford, Conn., Chamber slips, gowns and pajamas; Curtis 
power of regular prospects, they in-| Beach, are using newspapers and| order photo developing, has ap- | of Commerce has appointed the | Hotel Company, Minneapolis; and 
crease buying power in other mar-| radio through Lanpher & Schonfar-| pointed Frankel - Rose Company, Yankee Writing Service of Guilford,| ET. Barron & Co., Minneapolis, 
kets where the tax money is spent. | ber, Providence, R. I. Chicago, to handle its advertising. Conn. maker of automotive specialties. 
Thus it is logical to assume that. 


many new markets for advertised 
products will be created. 

“There is still another side to the 
tax picture,” said Mr. Tilton. “If 
our annual national income were 
40 billions and subject to a tax of 
five billion, we would be paying a 
12%» per cent tax. If, however, our 
national income rises to 80 billion, a 
five billion tax represents only 6.25 
per cent. Therefore, to keep taxes 
relatively low and easier to pay, 
business men should resolve to keep 
S prosperity in highest gear. 


Dividing the Burden 


“Still another reason points to the 
wisdom of this course. Widespread 
business activity will provide em- 
ployes with money to buy the prod- 
ucts of other workers. This will 
also help to broaden the tax base 
by bringing more incomes into the 
tax bracket. The more incomes 
brought into this bracket, the easier 
ifor everyone to pay and also a big- 
ger and broader market for every- 
ibody’s products.” 

Mr. Tilton expressed the convic- 
tion that it will cost industry more | 
money to retrench than to move| 
forward aggressively. He discussed 
‘some of the new possibilities: 
| “We see a new group of people 
swith money to spend for the first 
jtime in ten years. We see a rapid 
transition from America on relief 
to America on a payroll. We see 
an influx of workers to the 
cities. We see a rush of building 
in many of these cities to catch up 
with housing, already far behind 
demand. We see the farm market 
confronted with a loss of 800 mil- 
lion dollars in export business. No 
doubt, those now servicing this 
market are seeking new products 
not dependent on the farmer’s pros- 
perity. These new products will 
come into competition with others 
which have been on the market for , 
years. We see the need for fre- —_ 


juent adjustment of our sights and 
objectives.” e 
Big Markets at Home ) 1S 


While export markets have been 
portant, there is a vast domestic 
n arket awaiting cultivation, Mr. 
‘ilton continued. Over 40 per cent 


a nv’ 


“Par-Shooting Foursome” 
puts you 07 ¢he grcecn (THE FOLDING KIND) 


.. tn Cemericas Womey Bole 


' the country’s homes are still 
thout electric refrigerators and 
she} Half of the dwellings 
heed modern heating facilities and 


S applies also to 275,000 schools, 
0 colleges and 7,375 hospitals. 
‘ty per cent of the country’s 
nufacturing establishments need 


ew bi er r > > = , ‘ . ° ° - ° ° e 
Fifte Boe csthay p> sco Plan to tee-off with this championship foursome with their firm grip on a loyal audience of listeners 
ss have no baths. A huge mar- for your fall radio campaign. You'll find your ad- can put your product “straight to the pin.” 
he fare ” Re ts 1 tg vertising message gets an easy swing through this We have a right dandy “mail and sale” record 
ot rm. esidential construc- . ; ’ : : P 
must be expanded to provide richest area of the country. we'd like to show you. Write us today ... we'll 
‘wether 750,000 units. All of these . se , ' “ send you our scorecard. 
88 spell opportunity to the The Cowles Stations area is a top-flight “Coun- 
Nnfan+ - ” ° ° . aA 
“acturer who is determined to try Club” with a farm income scoring 17°° of the 
' arkets and profits total cash farm income of the nation. There are 
R ene well over six million persons in the Cowles Sta- 
*produces Old Glory tions’ ‘gallery’ spending more than $1,500,000,- 
‘he entire front cover of a re- 000 annually with retail outlets in the area—a 
of Polish Everybody's ’ ; > ' , y -ertise 
as devoted to a reproduction valuable trophy for advertisers. 
© American flag in full colors . , ‘ea ‘ 
j at the bottom of the page These four Stations are pro’s at “following Scsmenetal Matlaadiie to fam tae Anan 
a ss Ane” through” with effective merchandising aid, and 
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Getting Personal _ Gulf Hammers 
Karl Koerper, recently appointed general manager of KMBC, at Competitive 


Kansas City, was an active participant in the AFA convention. He 
has been a wheel-horse in Kansas City club work for years. . . Jim . 

Peck was credited with the clever idea employed by McGraw-Hill Claims for Gas 
in its shooting-gallery exhibit at the convention. Even the ladies en- 

joyed taking a pot shot at the variously labeled sales obstacles. 
Henry Ewald, head of Campbell-Ewald, was one of three attending 
the convention who were present at the first AFA meeting in Chicago 
in 1905. The others were Homer Buckley, Buckley, Dement & Co., 


SNAPP AWARD WINNERS HONORED 


Pittsburgh, June 26.—Stron: com. 
petitive claims by rival oj 
panies were answered this 


and Gil Hodges, New York Sun. . . Edgar Kobak, new sales head of when Gulf Oil Corporation Bs 
the NBC blue network, did a fine job as chairman of the AFA nom-— 4 widespread newspaper car « 
inating committee. His great work as president and chairman of the asserting that statements = my 
AFA a few years ago is well remembered. . . Ken Laird, of Young & competitors that their recy): 
Rubicam, Chicago, who announced the winners in the ADVERTISING — priced fuel will perform as y < 
AGE competition, lived up to his reputation as a silver-tongued ora- Gulf No-Nox are not “even r : 
bs ’ omy tor... Fred Lackens, Hays Corporation, Michigan City, Ind., the new shouting distance of the fact.” _ 
_— } oe f | “ EAA president, did a swell job in introducing the speakers at the In strong terms, Gulf charge. ths: 
~~ > industrial advertising departmental. . . Glenn Miller was delighted “no regular gasoline—not one pe 
with the success of the ox roast, for which he was responsible. Like compare with Gulf No-Nox!” Th 
This informal shot of the winners of the Josephine Snapp award was made at the packers, the visitors left nothing of the ox except the moo. opening insertion pictured :) 7 
the party in their honor given by the Women's Advertising Club of Chicago in Joe Hartigan, of Campbell-Ewald, was an interested spectator at all | pirgs snamseliens as many gp: — 
| the Sherman penthouse Monday afternoon. Left to right: Mrs. Zola Vincent, of the convention affairs. . . John Benson, president of the Four A’s, with ‘one pert =e aa ae 


winner of the award; Elsa Smith, chairman of the award committee of the club: 
Barbara Daly Anderson, honorable mention; Helen Vance, retiring president of 
the club; Gussie O. Jones (hidden), honorable mention; and Prudence Allured, 


was another association representative who was keenly interested in 


as No-Nox” and the other pga 
the discussions. He functioned as a member of the resolutions com- tire 


chirping “so’s mine.” Gulf’s |\eaq- 


7 incoming president of the club mittee. . . Bill Hodges, utility consultant, who participated both in — jineg reply is “Says Who?” 
‘. 7 the utility convention and that of the AFA, confided to friends ‘“ ele” ical be 
P rs ; Ps Calif , There are three methods most 
> 7 ¢ . re saur I< . , . oY . . P , ., > 2 w CTS 
4 that he is leaving shortly for Southern | alifornia, where he expects generally used to determine thy 
to make his home in the future. .. O. C. Harn, former ABC manag- anti-knock value of a_ gas 
ing director, wired his greetings to the convention. . . Burt Williams, ‘ - 


copy points out. “These test. ar 


i r y manage ‘ons ate Vater Power & Paper Co. fis- 
idvertising manager of Consolidated Water Power & Paper Co., Wis used by us, used by our compet tors 


- 7 “ons £ s, Wis., was personally in charge of the company’s exhib : 

: consin Rapids, , Was | y . arg pany s ¢ hibit” and are recognized by everybody 

= at the convention. . . Bill Hart, duPont advertising chief, was one of in the industry 

cea those w , ‘hicago’s lightning weather changes a > con- “a ipa he , ; 

"7 = ose who found Chicago's lig & anges little con On these tests of quality, mad 
i using. ‘ 


by an independent laboratory. th 
regular gasoline which is making 
the most to-do about being th 
equal of Gulf No-Nox, rated seve; 
full points below Gulf No-No 


Harvey Young, of the Columbus Dispatch, was unofficially nomi- 
nated as the best dressed man at the convention of the Newspaper 
Advertising Executives Association in Chicago last week. Some ot 
the friends of Joe Griscom, of the Nashville Banner and Tennessean, 
threatened to make a battle of it if the proposition came to a vote, 
however. . Fighting Copy 

The two Franks, Tripp and Duffy, of Gannett Newspapers, kept 
their ears cocked in the direction of the Philadelphia convention of 
the Republican Party and cheered when reports of growing strength 


Copy continues to declar« 
“even three points in = anti-knoc 
rating is a noticeable difference 


of their boss came in. .. The newspaper executives have known each seven points is a big differenc: 
Phyllis Jordan, treasurer, Women's Advertising Club of Pittsburgh; Hortense other for so many — that they interaperee serious Giscussions with gives No-Nox a tremendous advan- 
Gallup (standing); Sally Woodward, Gener-| Mills, Minneapolis; Evelyn Gardiner, a little heckling. The remarks of Col, Leroy Herron, Washington tage in the high-compression en- 
president, Women's Advertising Club of Pittsburgh; Esther Holmes (standing); Star; Frank Pearce, Altoona Mirror, and a few others to their old gines used in the newer cars 
and Gladys Scott, past president, Women's Advertising Club of Minneapolis, comrades were far from flattering. . . makes No-Nox well worth the two- 
at the Snapp award party. H. B. Sherwood, national advertising manager of the New York cent premium it costs. is 
News, refused to get excited, viewing proceedings with a quizzical “You have lived long enough t 
smile... Ray McKinney and Guy Osborn were called on to give the know that in everything sold in this 
representatives’ viewpoint on frequency discounts and acquitted world you get about what you pa 
themselves well. . . Paul Gorham, general manager of Illinois Daily for. Gasoline is no exception. § 
Newspaper Markets, said the frequency discount is only one phase take it with several grains of { 
of an integrated plan. . . when anybody tells you his regula 
Three sons of Harvard University honored by their alma mater — fuel is as good as Gulf No-Nox.” 
are Frederick R. Martin, class of ‘93, former gen. mgr. of the Associ- Young & Rubicam, New Yo. 


ated Press, and Roy E. Larson, class of ‘21, president of Time, Inc., | handles the Gulf account 
who have been elected to the Board of Overseers; and Gardner —_ 
Cowles Jr., class of °25, of the Des Moines Register and Evening . 

Tribune and Look, who has been chosen a member of the Harvard Estabrook Appoints 

Fund Council. . . Estabrook and Eaton, Inc., cig 
maker, has appointed Advertising 
Bureau, Ine., Boston office,  t 
handle its account. George J. M 
Riseman is account executive 


It was a neck and neck finish for Harry L. Williams, v.p. ot 
American Colortype Company, and Frederick O. Schubert, head of 
the company’s house magazine department, with eight-pound Mike 
Williams reaching the finish line just a few days before the Schubert 


heir, Gregory Kent. . . : a — 
May O'Connor, vice-president, Advertising Women of N. Y.; Helen McCarthy, pres- Hines Joins NAM 


; se , Frank Colby of Colby & Thompson, Houston agency, who writes 
dent, W Advert | f a . - ca an : ’ rf 
pen amsaneh vertising Club of Providence, R.|.; and Mary Coffey, « hostess. the newspaper column, “Don’t Take My Word for It,” is going to 


George Hines, long connected 
with the Associated Industries of 


compile the column in book form for the Vanguard Press, New York. Massachusetts, has resigned _ to 
WU Advances Saterlee .. Chauncey L. Williams, v.p., F. W. Dodge Corporation, has been — handle public relations work for the 
. a : ‘ re-elected a member-at-large and a member of the executive com- National Association of Manufac- 
G. B. Saterlee, assistant to the é 
president of the Western Union| mittee of the National Research Council. . . turers 
Telegraph Company, will become Edith Ellsworth of Roche, Williams and Cunnyngham, and Elsie ° , 
secretary of the company July 1 Weaver, a member of the board of the Philadelphia Club of Adver- Collins a Director 
tising Women, served as hostesses at the Republican National Con- In announcing the election of ot- 
’ 
It Ss Now Day-Howell, Ltd. vention at Philadelphia. . ficers by Eastern Industrial Adver- 


_ Gertrude Day Howell Studios, 215 Allen Walter, s.p.m., American Writing Machine Co., earned him- 
Fourth avenue, New York, has 


self a niche in golfdom’s hall of fame June 23 by scoring an ace 
changed its name to Day-H ll 7 . . 2 
Ltd. —— a dliatinl He sunk his tee shot on the 183-yard 16th hole at Split Rock Golf 


Club, Pelham. He used a brassie 
A number of leading admen polished up their Southern drawls FOR PRINTING PLATES OF STERLING QUALITY 


for the benefit of the conclave of the Honorable Order of Kentucky 


Colonels, which met at the New York World's Fair Heading the 
7 What Holds Your Ad reception committee were Sam Fuson, v.p., Arthur Kudner, and 


Robert Barry, public relations director, National Distillers Among 


c ee. ce 
a — oe ’ members of the group are George W. Hill, American Tobacco prexy; & 
ea Out In Front! Lester Jacobi, Schenley chief; Rodney Boone, Hearst ad rep; and STERLING 


William H. Weintraub, Esquire 


tisers, the election of W. H. Ci 
of Scott Paper Company to th 
board of directors was overlo 


Ks, Albert D. Lasker, retired owner of Lord & Thomas, is honey- 
a mooning. His new mate is Mrs. Mary Woodard Reinhardt, membe: ENGRAVING © 
a M. W of the Conde Nast organization Another current honeymooner is ; 
3 W. Ware Lynch, a.m., Hotel Pierre Sige COMPANY — 
= HA ND Paul N. Lazarus, a.m., Warner Brothers Pictures, who not so long ee 
ae ae Is ago was editing the undergraduate Cornell Daily Sun, has acquired : ‘ 
cil at N 1, 


a new home on the West Side And Sid Roth, Herald-Tribune 
space peddler, and recent All-American footballer from Cornell, ‘s 
a bridegroon 


Ellery W. Mann, Tampax president, who returned from Europe 


recently, brought a rare souvenir with him. Despite seizure efforts PHOTO-ENGRAVING IN COLOR PROCESS. 

of British officials, he escaped with a gas mask for his son when he 

proved it to be his personal property BLACK AND WHITE, BEN DAY, LINE 
J. Howard Worrall, Hawaiian Broadcasting System chief, visited 

Gotham recently. Among radio executives he consulted was Perey L. 

Deutsch, World Broadcasting System prexy C. E. Sutter, Buenos 


Aires executive of J. Walter Thompson Co., is visiting here 


Harold W. McGraw Jr.. Princeton graduate of a few weeks and 
son of Harold McGraw, v.p., McGraw-Hill Publishing Co., is engaged DAY AND NIGHT SERVICE 
to Anne Per-Lee, a Minneapolis junior league1 Robert C. Wilson, 


c Mrs . 

™ s - publisher of Popular Science Monthly and Outdoor Life. took time MY 
— off last week to witness son Kenneth’s marriage 304 £.45TH STREET, NEW YORK, , 
Cel ‘ 


up aie j 
‘ ster - 
oe ete, to : : ; 
:. to te ae pact ; oe 
2 ae ” io : 7 Ls fa 
er ve = La > ¥ 4 i: sy’ “eat ie " 
a ne ah =" | 
Piel ae 7) . — ae ew eal | 
. ) AS ; a es an 
je j . £ ao F 
i ee ;v ae ba oe i 
a : nage " 4 | ; : - 
F ) 
ra ee 3 ao" 
a il / ~ : ; 4 *.. es 7: & i 
Aa — _ 4 v Py 4 ay " ; iy id 
: . 2 ys Sa . . ee ‘hed « 
a a R a 4 % ¥ “ 
7 ee = Sa — aie 7 “7 
Ys ae Sur <a SS SS / i 
rT, —_ & 
A : Na : 
= “E “ny o a 7 oat a 7" P| Bis ua 
- ce : Ja. 
ki ‘ oy “ 5 ‘ 2 e =e | 
eae : _ - 
a — 
ta 7 — 
‘ial £ WBAL ~ 
_ business eens ee J J 
-_— . 3 
. = ~V~ 
: % | .: 
“CW YN 
ee 
7 
. ee 
= “cana . TRUUT IVS Fm 
™ PAO Tig, AUTUMATIY eUULUR 
in, ; ater Your Od ee Te wh S ; 
wt ee tien Y Seen. Two Needle Prong, hol “ng # \ ) | 
aa Ba ° on shelf Or Window frame Or a te _" 
ie rads rom pron Printed both Sides _ a a? as. a 
2 ; oar m INsj e& or Utside of “€Qte er” ARTISTS is a 
« . d ® rf Aaitines 
} od wits, big Selling Powe, — * Store: Smalj A — as , 
| TAIL ge Ao 2200, | os. eee 
n Ns — PLANOGRAPHERS Y a ed 
720-1334 SOur, vss MER Com, : ' + oe ar RE ag grey 6 ey 
on age. ip J e e ee eRe . ag 
i 2 SE te ae 
Dn gl a 
ie ae 
ay ait ie 4s te” 
2S ‘Fats e c/ ot aie 
i att ? eee ee eee — 4 a 
, ™ “as 


— 


ADVERTISING AGE 


25 


CONTEST WINNER 


COLLECTS 


HIS CHECK 


Scene at the Wednesday general session of the AFA as Donald F. Hellenga, 
(right), winner of the first prize of $500 in the Advertising Age consumer con- 
test, collected his award from Kenneth Laird, Young & Rubicam, who announced 


the winners. 


(Story on Page 3.) 


AT INDUSTRIAL LUNCHEON MEETING 


Part of the speakers’ table at the industrial luncheon in Chicago Tuesday. 


Left 


to right: Harry Neal Baum, Fairbanks, Morse & Co.; Frederic |. Lackens, The Hays 
Corporation; and W. J. Shine, Ross Federal Research Corporation. 


FULL TABLE AT NEWSPAPER LUNCHEON 


Starting at the front and going clockwise around this table are: E. B. Housel, 
Detroit News; W. H. Whalen; Phil Henriquez, George M. Burbach and E. M. 


Roscher, St. Louis Post-Dispatch; Elmer Flagler and H. 


R. Sherwood, New York 


News; and Ken Dennett, O'Mara and Ormsbee. 


Winsten Joins McGivena 


Harry J. Winsten, formerly with 
Lennen & Mitchell and Kelly, 
Nason, New York, has been ap- 


pointed executive vice-president of 
L. E. McGivena & Co., New York. 


To Needham & Grohmann 


Whiteface Inn, Lake Placid, N. 


Y,, has reappointed Needham & 
Grohmann, New York, to handle its 


account for 
yea! 


the third consecutive 


—— 


ENTRAL 9503. 


Lackens Heads Chicago 
Industrial Advertisers 


Frederic I. 
manager, The Hays Corporation, 
Michigan City, Ind., has _ been 
elected president of Engineering Ad- 
vertisers Association, Chicago, suc- 
ceeding Harry Neal Baum, adver- 
tising manager, Fairbanks, Morse & 
Co. Other officers elected are: vice- 
presidents, W. Lane Witt, Crane Co., 
John Bachner, Chicago Molded 
Products Company, and B. G. Wi- 
ley, All-Steel- Equip Company, 
Aurora, Ill.:  secretary-treasurer, 
L. J. Schanz, The Mercoid Cor- 
poration. 


Lackens, advertising 


Make DeMars V. P. 


Paul A. DeMars, formerly tech- 


nical director of the Yankee Net- 
work, has been elected vice-presi- 
dent in charge of engineering 


job (00 small or too laree. 


PROSPECT LISTS All Classifications 


Are you mailing your literature to just a bundle of names? 
advertising on a definite program. Get a PROSPECT LIST which will 
include new prospects and eliminate those no longer in business. 
for our 1940 MAILING LIST catalog showing over 6,000 classifications. 
Let us diseuss our COMPLETE DIRECT MAILING ADVERTISING SERV- 
ICES. DAILY MAILING CAPACITY 100,000 PIECES OF MAIL. No 
j Write for full particulars: 


Plan your 


Send 


TRADE CIRCULAR ADVERTISING CO. 
| Dept AA. 27 S. Market St. FRAnklin 1182 Chicago, Il. 


Advertising Ready 
to Do Part In 
Nation's Defense 


(Continued from Page 1) 


Hill 
York, 
said in 


session 


Publishing Company, New 
and chairman of the AFA, 

his address at the opening 

that the American way of 
life, embodied in American business 
and founded upon the philosophy of 
the machine, is now facing its great- 
est test. 

“Advertising faces that same test,” 


he continued, “for it is a part of 
the American way of life. Adver- 
tising grew from the American 
character. It is in itself a part of 


the philosophy of the machine. It 
is the connecting link between the 
machine and the homes that were 
made possible by it. The basic 
premise of that philosophy is sim- 
ple: the greater the number of units 
produced, the lower the unit cost; 
the lower the unit cost, the greater 
the number of homes in which men 
and women and children will be 
able to use and enjoy them.” 

Paul Hollister, executive vice- 
president and publicity director of 
R. H. Macy & Co., New York, 
warned the convention that the fat 
years of the American way of life 
are ended, and that it is now up 
to the individuals who compose the 
nation to work off the fat and learn 
how to live with a better under- 
standing of what counts and what 
not. 

“The mainspring of the Ameri- 
can social system,” he said, “is busi- 
ness. No matter what you may call 
any sector of America earning a 
living, it is not exempt from eco- 
nomic forces; it is American busi- 
The only possible guaranty 
against war we can have is the use 
of the American business mentality 


does 


ness. 


and machine to maintain a going 
concern while at the same _ time 
they construct a national defense 


which cannot be bluffed or bullied.” 


Must Create Customers 


Mr. Hollister urged that industry 
be maintained at full productive 
capacity by creating customers for 
goods and services. 
of customers 


In the creation 
advertising must ply 
its proven techniques to the maxi- 
mum. It must produce more cus- 
tomers for less money, and do it at 
once. 


He closed with a vigorous attack 


on the proposed tax program on 
consumption goods, pointing out 
that it would put a serious brake 


on consumer’ buying, 
and employment. 
“Taxation on production before 
full capacity,” he declared, “is com- 
plete and terrible self-cancellation 
by every penny you tax, you cut 
the consumption a penny; the total 
result is to race the national engine 
in neutral, and get exactly nowhere 
We cannot increase consumption by 
taxing money out of the pocket of 


production 


the consumer, and thus reducing 
the purchasing power upon which 
full productive capacity must be 
based. Any new taxes at this time 
are both undesirable and unneces- 
sary 


Deplores Horror on Air 


Dr. Alice V. Keliher, director of 
the commission on human relations 
of the Progressive Education Asso- 
ciation, New York, spoke on adver- 
tising from the viewpoint of the 
consumer and educator, pointing 
out the errors which she 
believes are currently in evidence 
She objected especially to horror 
programs on the radio, and to ad- 
vertising which does a disservice by 
creating fear for employment or 
security. 

Gen. Hugh who spoke 
at the banquet Monday evening, as- 
serted that the principal job of the 
nation is speeding the program of 
national defense He urged the 
country to keep out of war because 
it is not economically or militarily 
prepared to go in, and to improve 
diplomatic methods as a means of 
creating economic solidarity in the 
western hemisphere. 


some of 


Johnson, 


ADVERTISER TALKS 


Paul Hollister, executive vice-president 
of R. H. Macy & Co., New York, who 
presented the advertiser's viewpoint at 
the opening general session of the AFA. 


Hanson Challenges 
Right of FIC fo 
Regulate Ad Copy 


(Continued from Page 1) 
philosophy we are 
to death.” 

Mr. Hanson reviewed the rapid 
development of government regula- 
tion of all types of business activity 


being regulated 


in the past 30 years, and suggested 
that a brake needs to be put upon 
the constant encroachments of po- 
litical authority in the realm of free 
enterprise 

“These suid, “indi- 
Vidually and collectively have such 
tremendous 


agencies,” he 


power over the eco- 
nomic life, the industrial life and 
the social life of our country that 


many of us who have cause to study 
their activities and their operations 


long ago reached the conclusion 
that the time has come to take 
stock of the development of gov- 


ernment in this country and to do 


something to bring about a return 
to the first principles of as little 
government as is absolutely essen- 


tial to the welfare of a people 


Advertising Is Information 


“Advertising is essential not only 
te economic freedom but to freedom 


itself. Advertising is nothing more 
nor less than information concern- 
ing the goods, services or ideas of 
one for the dissemination of which 


to the general public he is 
to pay a proper 

“Not all 
try can own a newspaper or maga- 
other medium for the 
semination — of information and 
opinion, but under our concept of 
government all individuals, whoever 
they may be, whatever their busi- 
entitled to the 


willing 
charge 


zine o1 dis- 


ness may be, are 


right of free speech and to have the | 


benefits of a free 

“Various agencies of government 
eithe received ostensible 
grants of power from Congress au- 
thorizing them to restrict or con- 
trol o1 advertising, or they 
have asserted this authority in the 
absence of such direct grants. 

“I think it is important for busi- 
ness men as well as for all citizens 
to know that the Federal Trade 
Commission maintains a_ division 
the sole business of which is to re- 


press, 


have 


censor! 


view advertising to see if some- 
thing will turn up which would 
justify the commission in proceed- 


ing against the advertiser and the 
publisher of his advertising under 
the broad terms of the Wheeler- 
Lea act. Every radio continuity is 
reviewed by this division, as well 
as the columns of practically all 
daily newspapers and weekly and 
monthly journals which carry ad- 
vertising 
“Acts Solely as Censor” 

“In 1938 the commission exam- 
ined nearly 1,400,000 typewritten 
pages of radio continuity and near- 
ly 221,000 newspaper and maga- 
zine advertisements. It examined 


individuals in this coun- | 


these in the absence of complaints 
from any citizens or from any busi- 
ness competitor, solely as a censor 
would examine material to deter- 
mine whether or not it meets with 
his approval. 

“If our Constitution means any- 
thing, it means just what Mr. Jus- 
tice Harlan said 33 years ago, and 
that is that it is impossible to con- 
ceive of liberty which does not em- 
brace a free press, and that right 
means a free from the re- 
straining or controlling hand of 
government in the performance of 
its function of gathering and 
seminating information. 


press 


dis- 


Points to Decisions 


“There is no question as to the 
importance of advertising. We have 
ample authority in the decisions of 
our courts to the effect that an ef- 
fort to restrict advertising will re- 
strict the service of the press, and 
that the information disseminated 
in the nature of advertising is just 
as important as any other informa- 
tion disseminated by the press. 

“If we in America are to continue 
to have economic freedom or free- 
dom itself, we must have the right 
freely to advertise our goods, our 
services and our ideas without in- 
terference by government.” 


Shift Goodrich Managers 


Joseph A. Hoban, former man- 
ager of retail sales in the tire divi- 
sion of B. F. Goodrich Company, 
Akron, has been appointed to a new 
position, merchandise manager of 
the division Other new appoint- 
ments are Wilson C. Bray, assistant 
manager of the division; Jo- 
scph E. Powers, manager of truck 
and bus tire sales; Willis C. Behote- 


sales 


guy, assistant merchandise man- 
ager: Chester T. Morledge, manager 


of the automobile tire department; 


Guy Gundaker Jr., manager of 
budget sales, and L. A. Rosenberg, 


operating manager of the retail de- 
partment 


Brown Named Chairman 
of Outdoor Departmental 


Hal W. Brown, president of Pa- 
cific Outdoor Advertising Company, 
has been appointed chairman of the 
Outdoor Departmental at the Pa- 
cific Advertising Clubs Association 
convention in Vancouver, British 
Columbia, July 8-10 

Mr. Brown has appointed R. S. 
Marshall, Sunset Outdoor Adver- 
tising Company, Seattle, as chair- 
man of the outdoor exhibit com- 
mittee. He in turn will appoint 
judges to name winners of the Max 
Schmidt memorial award for the 
best outdoor poster designs. 


NEW SALES “‘PICK-UP”’ 


WEINMAN BROS. 
TRANSPARENT 
ICE CREAM CONE 
DISPENSER 


fine of many new and ifferent diepensing | 


Open the way for inereased retail sale " 
your product by displaying 
way ' Weinman Transparet lispensing 
lisplays 
WEINMAN TRANSPARENT PACKAGES 
are made in an endle uriety of shape 
and tyl transparent or 
metal ere and hottor plain of 
ted mie rt ” 


IAA STRATED 
. end your 
packaged the transparent way 


WRITE TODAY fr FREI 
CATALAMS aml price list 
pretuct to he 


© obligation.) 
WEINMAN BROTHERS 
Transparent Box Healquarters 
325 N. Wells St. Dept. AA Chicago, Iilinois 
(EXPERIENCED SALESMEN WRITE) 
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Get Advertising 
Off Defensive, 


Speakers Insist 


Grant, Chevalier Tell 
AFA That True Values 
Must Be Revealed 


Chicago, June 
impatience with the defensive tac- 


tics of advertising in answering | 
criticisms which have been made 
of it recently, Richard H. Grant, 


vice-president of General Motors 
Corporation, Detroit, urged the 
Advertising Federation of America 
to establish an editorial board com- 
posed of the best brains in the field 
for the purpose of publishing posi- 
tive and constructive information 
about advertising for public dissem- 
ination. 

Mr. Grant, whose address was an 
outstanding feature of the opening 
luncheon of the annual AFA con- 
vention at the Hotel Sherman Mon- 
day, gave a picturesque account of 
his own spectacular experiences in 
advertising, starting with his at- 
tendance at the famous Boston con- 
vention in 1911 at which the Truth 
in Advertising movement was 
launched. 

He declared that out of his own 
experience in using advertising to 
build such successes as Delcolight 
and Frigidaire, he has learned that 
good advertising, honestly present- 
ed, not only makes the difference 
between business success and fail- 
ure, but brings the price of new 
and improved products within the 
reach of the masses of American 
consumers. 


Success Is Made 


“Once upon a time,” he related, 
“T had the responsibility of running 
a little enterprise known as the 
Delcolight Company. I was given 
a definite amount of capital with 
which to put the company on the 
map. One day, before we got in the 
black, I was confronted with the 
problem, shall we attempt to ex- 
pand this market and spend $500,- 
000, or peter along with it further 
than we may if we shoot the works 
and fail. Thank the Lord, we had 
the courage of our convictions, be- 
lieving in advertising then as we 
do now as the only way to expand 
a market rapidly, providing your 
product is any good and your sales 
force is any good. We shot the 


26.—Expressing | 


PRINTING 


— Phone WABASH— 


71820 


N IMPOSING group of successful 
advertising executives find this 

a lucky number. It enables you to use 
a service consisting of ad-setting, en- 
graving, printing and creative ability 
—all under one roof... . Specially 
trained men are always on their toes 
to serve you so well that you will come 
back again. We can lighten your bur- 
dens—and at the same time produce 
better and more profitable printing 
for you —at a saving of time, trouble 


and money. Phone Wabash 7820. 


FAITHORN 


CORPORATION 


AOD SETTING © ENGRAVING + PRINTING 
$04 SHER MAM STREET, CHICAGO + WAGASH 7820 


|merely factual treatment of a prod- 


| field,” he said, “call for the highest 


take care of any undue costs that 
develop.” 


Service Important 


| Mr. Grant pointed out that many 

consumer service organizations 

| which condemn advertised products 

because of the spread between the 

cost of the ingredients and the re- 

tail price overlook the service ren- 

dered by the producer. 
| “They tell me in one of those 

books,” he continued, “that you can 

get some mouth wash for two cents 

if you go to the drugstore and 

buy some kind of disinfectant. 

I wouldn’t dare to attempt it—I | 
might get the wrong kind of dis- 

infectant. I would much rather buy 

from a company like Squibb or | 
Parke-Davis and know that I am | 
getting the right thing. I am not} 
only paying for the ingredients, but 
I am paying for the safety and 

other service that has been brought 

to me. 

“These analysts of advertising 
costs versus the cost of ingredients | 
always give me a pain in the neck, | 
because they always leave out the | 
great service which is the principal 
thing the consumer buys.” 


Richard H. Grant, vice-president, Gen- 

eral Motors, who presented industry's 

viewpoint at the opening general session 
of the AFA. 


works and made a success of the 
company. 

“Later on Frigidaire fell into our 
lap. It had lost plenty of money, 
and again we had the job of mak- ; 
ing it click with a definitely lim-| A highly effective analysis of the | 
ited amount of capital. Again we | economics of advertising was made | 
were confronted with the same | by Col. Willard Chevalier, publisher 
problem, because the product had |0f Business Week, at the closing 
had a lot of publicity previously, |!uncheon today. His thesis is that 
but practically no regular advertis- | 
ing. Again we took a chance, hav- | 
ing faith in advertising, and again 
that business blossomed from a sale 
of 500 or 600 units a year until to- 
day it is approaching 100,000 unit 
sales a year. 

“When I hear about the cost of 
advertising adding to the cost of 
goods, I have to remember that 
Frigidaire experience, because when 
we went into that enterprise and 
put the first product on the market, | 
we were charging a minimum price | 
of $900 for what you can buy today 
for $112. When I hear about the 


Analyzes Advertising Economics | 


Col. Willard T. Chevalier (right), shown 


with C. C. Younggreen immediately after 
his address to the AFA. 


cost of advertising increasing the 
cost to the consumer, I recognize 
that it can be so in a poorly ad- 
ministered company, but I doubt if 
it can in a well administered com- 
pany. 


advertising makes jobs by creating 
wants which are supplied with the 
marginal dollars above the cost of 
subsistence. Since these are op- 
tional dollars which the consumer 
may spend or not as he sees fit, 
the stimulation of wants, over and 
above primary needs, provides the 
buying power and productive ca- 
pacity which represent much of the 
employment in a complex industrial 
economy such as ours. 

He quoted recent figures compiled 
by the National Industrial Confer- 
ence Board to show the steady in- 
crease in the expenditures of wage 


Enthusiasm Essential 


“So in two business experiences, 
I have had what I wish a lot of 
advertising men could have—the 
actual experience of being faced 
with failure if you did or didn't 
advertise, and the experience of 
making a success when advertising 
came into the picture.” 

Mr. Grant said that while he has 
kept truth in advertising in mind 


in all of the millions of dollars’ earners for optional goods as com- 
worth of advertising he has releas- pared with necessities. 

ed in his business career, he de- “These figures show,” he said, 
'mands enthusiastic rather than “that during the period from 1869 


to 1879, about 89 per cent of the 


uct which is to be successfully ad- | expenditures of wage earners’ fam- 
_vertised. ilies went for food, housing, cloth- 
“Our offerings in the automotive ing, fuel and light—the necessities 


leaving only 11 per cent for all 
other, or optional purchases. In the 
period from 1900 to 1909, the per- 
centage devoted to necessities drop- 
ped to about 80, leaving 20 per cent 
for optional desires. And during the 
period from 1930 to 1935, even dur- 
ing a depression, their expenditures 
for necessities were only 65 per cent 
ot the total, leaving 35 per cent for 
optional items. 

“To get another slant on it, we 
note that in 1909 the consumption 
expenditures per capita of popula- 
tion were 66 per cent for necessities 
and 34 per cent for optional items 
Ir 1929, the total expenditures more 
than doubled, with 46 per cent for 
necessities and 54 per cent for op- 
tionals. In 1935 the total dropped 
substantially, with 49 per cent go- 
ing for necessities and 51 per cent 
tor optionals. And in 1937 the total 
had risen with 44 per cent 
devoted to necessities and 56 per 
cent to optional items.” 


enthusiasm on the part of the copy- 
writer, a translation of facts which 
will infuse the people whom you 
want to buy the product with some 
of that enthusiasm. You can keep 
within the truth, and yet you can 
be enthusiastic. You have a mes- 
sage based on truth, if your product 
deserves it, that can call forth all 
the ingenuity of treatment, design 
and composition, and that is one of 
the great arts in this business 

“If there is any side of business 
that has any poetry in it, it is cer- 
tainly advertising. This is a mad- 
dening thing to the factual, figuring 
man. I have known five or six ex- 
ecutives who told me, ‘If I ever get 
the chance I will cut those adver- 
tising When they reached 
the point where they had to take 
the responsibility and began to get 
a better over-all picture of the bus- 
iness, did any of them reduce ad- 
vertising? No—most of them tried 
increasing it, because they had ac- 
quired a knowledge of what it was 
all about. 


costs.’ 


again, 


Must Serve Wants 


The first effect of advertising on 


“What we need is to have gov- our productivity and purchasing 
ernment insistence, by the strongest | power, Col. Chevalier said, results 
possible enforcement, that advertis-| from its ability to dangle before 
ing tell the truth, and leave the} people new satisfactions and new 
economics and commercial side of it| aspirations that will breed new 
tu the free competition that we still| wants and new desires. These in 
have in this country, and that will turn generate in them new effort. 


BIG CONFERENCE AT 


— 


AMBASSADOR EAST 


Gene Zuber, Western manager, National Outdoor Advertising Bureau, and 
formerly with Campbell-Ewald Company, Detroit, goes into a huddle with « 
couple of executives of that agency—J. J. Hartigan and Barney Young. 


RADIO SALES MANAGERS IN SESSION 


Sales managers of NAB stations settle down for the off-the-record closed session 


Monday morning. They 


RUN THE MEDIA 


all look fresh and alert. 


RECORDS SHOW 


VERTISING 


NEWSPAPER PUBLISHERS ASSOCIATION 


Bill Nugent, vice-president, and Pat Carty, president of Media Records, enjoy 
each other's company at the newspaper meeting. 


new industry and new resourceful- 
ness. And it is out of all these that 
new productivity and new demand 
will come. And that means new 
jobs and better-paid old jobs. 

“Advertising helps to keep the 
cycle active,” he concluded, “first 
by promoting new efficiency both in 
production and distribution, and 
second by arousing in people a de- 
sire for new satisfactions, thereby 
bringing into play their marginal 
or optional buying power. Thus by 
helping to create both new wants 
and the means to gratify them, ad- 
vertising helps to create new jobs 
for more of the people.” 


Rice Succeeds Nord 


Thomas J. Rice has been named 
sales manager of the Statler-oper- 
ated Hotel William Penn, Pitts- 
burgh. He has been convention 
manager since the Statler manage- 
ment took over the hotel and re- 
places Robert E. Nord, resigned. 


Film Promotes Stoves 


A new sound slide film on Magic 


Chef gas ranges has been released 
by the American Stove Company, 
one section, “The Magic Flame,” 


dramatizing the history of gas as a 
fuel, the other section, ““Model T 
Cooking,”’ being a short drama com- 
paring old and new gas stoves. 


Bulger Named V. P. 


James E. Bulger, director of pub- 
lic relations for the Chicago Motor 
Club, has been made vice-president. 


A Complete 


LETTER SERVICE 


Small and large users o! 
Direct Mail will find ou: 
prices and service to 
be to their advantag: 


ILLINOIS LETTER SERV! CE 


216 Institute Place 
Chicago, Illinois 
Delaware 3244 


 —«©«« 
— 


J. J. GIBBONS LIMITED 


GIBBONS KNOWS CANADA | 


* ADVERTISING AGENTS | 
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ADVERTISING AGE 


Bob White Frosted 
Foods Completes 
Years Operation 


House-to-House Distrib- 
utors Now Operating 
in Six Markets | 


Using the | 


whistle means that salesmen are| 


able to make at least 4 or 5 more 
calls per hour, Mr. Lansing esti- 
mates. 

Strangely enough, established or- 
ganizations in the frosted food field 


PUBLICITY MEN HONOR PAUL GARRETT 


Roto Ad Linage 
for May, 1940, Is 
5.4% Above 1939 


have apparently welcomed Bob- 7 
White’s entry into the business. Mr. New York, June 25.—Rotogra- 
Lansing pointed out that too few vure advertising linage for May, 


people know about the advantages 
of frosted foods, and hence much 
of the advertising done by national 
distributors who sell through regu- 
lar retail channels has been wasted 

The educational job which Bob- 
White is doing in the areas where 


nal flavor is not lost in packing 


1940, showed an increase of 56,146 
lines or 5.4 per cent over May 1939, 
the total for this year being 1,108,- 
721 lines compared with 1,052,305 
for last yeat 

Increases were registered by both 
local and national rotogravure lin- 


lit operates is helping . i age. Local linage for May 1940 was 
By A. P. MILLS do: sige ae ee 376,969, compared with 371,567 lines 
New York, June 27.—Mrs. House-| been made to date indicate that for May 1939, an increase of 5,402 
wife still can’t produce a home-|sales of frosted foods by retailers nad 1.5 per cent. The nationas linage 
cooked meal at the mere turn of|have increased in markets where |for May 1940 —— 131,752 — 
a finger, but customers of Bob- | BobWhite service is offered. _ pared with 680,738 for 1939, an in- 
White Frosted Foods, Inc., in six Publicity and public relations men of the Chicago area gathered at the Tavern crease of 51,104 lines al 15 od 
markets are discovering that put- Prices Are Competitive Club last week for cocktails and an informal session with Paul Garrett, vice- cent, according to Kimbrly Clark 
ting dinner on the table takes only BobWhite products are sold at | president and director of public relations for General Motors Corporation. Corporation 
| 20 minutes or less when they an-| prices competitive with those of-| In this group are George Slocum, Automotive News, Detroit, past president of Monotone accounted for 910,571 
“on in . art ; ; | the AFA; G. Ray Schaeffer, Marshall Field & Co.; W. R. Cotton, Automotive lines of rotogravure§ advertising 
) swer the bird call of the door-to-|fered at stores. Each package bears} Wey, M4 6 : see a : 
. ; in jon ews; Mr. Garrett; Conger Reynolds, Standard Oil Company of Indiana; and | during the month, and color roto 
door BobWhite salesman. a money-back guarantee. Adver-| Fred Lockwood, Borg-Warner Corporation. k 198.150 lines 
Having just completed its first year | tising proclaims: “Your money back ae eens Hes. 
in business, BobWhite is nearing| without argument if you are not a omen 
its objective of supplying complete | satisfied.” HELEN GANO KEELOR 
meals of frosted foods. Its line of In markets developed to date, lo- | Cincinnati, June 26.—Helen Gano 
some 85 items includes fruits, veg-|cal anti-peddling regulations have Keelor, treasurer of the Keelor & 
etables, meats, poultry, fish, butter|proved no obstacle. The highest Stites Company, Cincinnati adver- 
and ice cream—and the frozen soup|license fee required to date has | tising agency, died Sunday from 
necessary to round out a full menu! been $10 per truck, a charge which burns suffered June 9, when she 
will be available shortly. Mr. Lansing considers reasonable. | struck a match in the gas-filled 
A. J. Lansing, vice-president, ex- Advertising is prepared for dis- | basement of her home. 
plained to ADVERTISING AGE here to-|tributors at headquarters _ here, Before founding the Keelor & 
day that BobWhite service is now|through Phillip Ritter Company, the Stites Company in 1924, Miss 
available in New York City, West-|BobWhite agency. The company Keelor had been for four years an 
chester County, Boston, Philadel-| provides copy, mats and a variety officer of The Keelor & Hall Com- 
phia, Cincinnati and the New Jer-|of sales helps which distributors use pany, which she also had helped to 
sey area surrounding Plainfield. An-|as they see fit. | found. Previous to 1920 she had 
other distributor is about to begin Announcement advertising which | been for 18 years secretary of the 
operations at Hartford. appears in newspapers when a new | Cincinnati Academy of Medicine. 
. distributor begins operations fea- 
eupeneien _— tures “shop-at-home” service. Copy SOLOMON NEIL GOODMAN 
Although the company's progress | refers to the “triple saving” possi- a = , — , , Memphis, Tenn., June 24.—-Solo- 
has been relatively slow since itS|ple for BobWhite customers who | C. A. Livingston, Illinois Manufacturers’ Association; John Canning, Standard Oil ‘mon Neil Goodman, credited with 
products were first marketed last | save shopping time, kitchen drudg- | Company; Ralph meaues _ z ne — N. J. Radder, Plumbing and originating the idea of a small 
November, Mr. Lansing anticipates ery and cooking time. ay ee eee }\down payment in purchase of 
a wide expansion in the fall. The] Routemen, called “Bob” in keep- |jewelry and other merchandising 
n atond and the coming election has ing with the trademark, visit every | ideas, died of a stroke of paralysis 
handicapped a number of would-be|house in their territory on alter-| last week after completing a two- 
distributors in their effort to raise} nate days. If the lady of the house | week southern vacation. Mr. Good- 
the necessary capital. . is not at home, a message is hung | man, who was 50, was advertising 
Like the Coca-Cola Company and}from the doorknob mentioning a director of Pere] & Lowenstein, one 
other successful soft rink mer-/time for a return call. Routemen | of the South's largest credit jewel- 
chandisers, BobWhite employs the} also leave order blanks to be filled | ers. About 20 years ago, while 
franchise system. It takes a capital} out or telephoned to the headquar- | working for his father’s firm, Mr. 
of about $25,000 for a distributor to|ters office. For those customers who | Goodman is said to have originated 
get into the business, with addi- prefer, cards like those used by ice- | the idea of a small down payment 
tional money probably necessary to| men are provided to be displayed in and weekly payments to further 
finance the first year’s operation. a window when service is wanted. | sale of jewelry. He also perfected 
BobWhite is a unique company Routemen also distribute colored a plan for giving customers allow- 
in that it started with a merchan-| folders giving dinner menu sugges- ance on their buying new merchan- 
dising idea and built from that|tions for the week. Complete meals, dise whenever the old customer 
point. BobWhite is at once the| with all courses made from Bob- introduced new customers to the 
company’s name and trademark,| White products except the soup, are firm. 
= P gegen — a bob Rear suggested. A typical menu includes | Left to right: E. J. Condon, Sears, Roebuck & Co.; E. M. a Illinois Central | 
whistle to warn housewives of thell| tomato soup, swordfish steak, cauli-| Railroad; Daum Arnold, American Petroleum Institute; William Morgenstern, | ** td 
approach. A picture of the bird is| §ower, soln and ice cream. ae University of Chicago; Ted Doescher, ae — a - Pe, cee Adds resent a ~ 
the company’s trademark, and the » ites asionat : ons Jr., Outdoor Advertising Association; D. D. Richards, Sears, Roebuc 0.) an John Emerson, ftormerlty Ww 
y slogan “ “Listen for his call.” Barc idea es pees — bs * id S toe, Atlanta office, Sears, Roebuck. National Sportsman and Hunting & 
frosted food is not as remote as it Fishing, Boston, has been appointed 
— No Mere Stunt might seem. Such a line is already assistant publisher of Forbes, New 
cublciies available on the West Coast under NEWSPAPER MEN TAKE A WALK | Sore 
Use of the distinctive musical|the brand name of Harvey. It was 
ub- whistle is no mere stunt, Mr. Lan-| developed by Golden State Com- 
otor sing pointed out. By tooting be-| pany, which was recently taken 
ent. fore climbing the doorstep, sales-| over by California Consumers Com- ) 
— men never even have to ring the| pany. Like other frosted food prod- 
— doorbell on half of their calls. Mrs.| ucts, the argument in favor of anu | 
Housewife is already at the door-|jn the frozen form is that its origi- 
step with her order. 


Mr. Lansing pointed out that the | 


U. S. Department of Agriculture and 
a number of state agricultural col- 
|leges are being of great assistance 
Ito the frosted foods business. Rigid 
quality standards have been set, and 
research in the field 
ried on in numerous quarters. For 
example, only three out of more 
than 100 varieties of peas can now 
be quick frozen. 
pected to result in 
number. 


Because they know 
a BUY when they 
see one! 


IN THE BAG! 


is being car- 


This foursome of newspaper advertising men was caught by the Advertising Age 


cameraman out on the street. Left to right, C. N. Dufek, Herald-Times, Mani- 
towoc, Wis.; Jack Barenbaum, The Reporter, Two Rivers, Wis.; Alan M. Ohde, 
Manitowoc Herald-Times; and C. A. G. Kuipers, Burke, Kuipers & Mahoney. 


PURCHASING advertising has 
nearly doubled in the first 4 
months of 1940 (over same period 
1939)! Alert industrial advertis- 
ers recognize the only national 


Research is ex- 
this 


increasing 


Maschler Heads Junior Ad 
Club of Los Angeles 


Thomas F. Maschler, Guy Bur- 
roughs, Inc., has been named pres- 
ident of the Junior Advertising Club 


Sunkist Testing ak teal ones, Ste Se Be 
3 Lemon Appeals 
in Newspapers 


magazine for Purchasing Execu- 
tives as the only way to reach 
every important Purchasing Ex- 
ecutive in big plants. Increased 
circulation and reader interest 


never been used before 
The second of the two new ap- 
peals features the use of lemonade 


with meals, for the health benefits 


under Coney er-Mast owner ship 


ce 


of Los Angeles for the coming sea- Los Angeles, June 26.—The Cali- it contributes makes it today’s best industrial 
vars ing } ™ se 7 . riaina ! o . s 
son, succeeding John C. Morse fornia Fruit Growers Exchange is Tests Run 3 Months advertising buy! Get the facts! 
Other officers are: lst vice-presi- : ae Write Conover-Mast Corp., 
dent, Joe Robertson, Western Ad- ‘Ying out the relative merits of| The third test campaign is sim- 205 East 42nd St, New York; 
» « . ’ 4 ev) Tas v4 a 4 ; 
vertising Artists: 2nd _ vice-presi- three different sales appeals for ilar to those used in previous years, 333 N. Michigan Ave., Chicago; 
dent, Dario de Julio, Western Sunkist lemons in a test campaign! featuring the use of lemons in Sedan Building, Cleveland. 
Lithographing Company; secretary, in newspapers of a dozen smaller cooking, garnishing foods, for vita- 
Lawrence Wagoner, Los Angeles markets scattered through central | mins, etc. 
acme 9S roe ae Gilbert Mur- states from north to south The test campaign will run for a 
1ield-Ernst 


ray, Envelope Com- 
pany; director of publicity, Irvin S. 
Atkins, Dan B. Miner Company. 
Julian Steyskal of Union Oil Com- 
pany heads the Past Presidents 
Council 


Two of the appeals are entirely 
new to Sunkist advertising. One 
features the value of lemons “as a 
simple way to have whiter teeth.” 
Other than for an incidental men- 


1000 WATTS 


NBC BLUE 560 KC 


REPRESENTED BY 


INTERNATIONAL RADIO SALES 


three months, with each newspaper 
selected receiving 26 insertions in 


>. 
FIND OUT WHY 

all or an average of two a week P u R C H & § I n G 

Lord & Thomas, Los Angeles, is / 


the agency . 
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ADVERTISING AGE 


Pepsodent Brings 
Out Mouth Wash, 
New Dental Cream 


Communications 
Board to Study 
Defense Needs 


THIS WEEK 


Index of Retail Activity 
80 Important Markets 


Based on total retail advertising volume in all newspapers 


Chicago, June 26.—The Pepsodent Washington, D. C., June 25.— C , bd ae 
_ ; - . etrrge opyright, 1940, by Advert Publ : 
Company announced today the National defense planning is mov- (Copyrigns, » OY song blications, Inc.) 
3 launching of two additional prod- ing directly into the field of radio 
a ucts—Pepsodent dental cream and this week with the probable setting , paipntaicipergee " Sgnpienne 
: . | TT | om | 2 — Un Mt GE GEE Eh GE Gt ie be oe 
Maybreath mouth wash—for sales- up by President Roosevelt of a spe- | | } aa ] ‘| ,1 4% 
be, > lecte : > ’ Hh are | ciz ay , _r . ne fad + + oe | } 
em testing in selected cities, which are ¢ ial board to study the communica- | ) | WEEK BY week VARIATION =" ade | 
7 1 reported to include Eau Claire, Wis., tion problem. The exact nature and > ma TTT tt t t- + -+ -+-+ + 
7 South Bend, Ind., and Harrisburg, personnel of the board are not yet } +4 ae 
Pa. known, but it is expected to oper- | | | | 
As a part of the introduction, all ate under the leadership of the | | 
4 retail outlets in the test cities re- Federal Communications Commis- | tT | T tJ 
° | 
ceived counter displays, window sion. } | Seen 
. . . . j i | 
banners, and initial stocks early The chief task of the board will | | | | 
this week. Consumers are being be to lay plans for military use of | | | | 
ca ‘ . . . “Bsa: ; + +—+— + +4 
sampled with a gift box which in- all wire and radio facilities when- | | 
cludes guest sizes of both products. ever they are required. However, | | | 1 t I 
Newspapers are being used exclu- it was also indicated that the board } } } } Sasa 
sively. would go into the problem of pro- Saesaee SSeSaeae |_| | | } | | 
. > . . ° re | | | | | | } 
Copy features Maybreath as a tecting communication facilities as | Sea25 } Baars funni } ttt tt 
new type “bubbling” mouth wash | well as making plans for reaching | | ||} | | | | | | | we 
° ° . T ; T t t ¢ = a oe | + + + + -—+ + —4+— + 4—4 
for sweetening the breath. No the public in any particular area | | ga | | 
therapeutic claims are made, no! whenever the situation might de- ne rT th mr. . af | | ty | naeeae ew t+ 
” : ore :_% } } | 
“secondary” uses mentioned. The mand. dota ~+t tw. pit Lijtis . : we 111i 
. ala) . . 7 P v a v - v \ v _ ~ p ~ Aw ” = —_ - = J - 
product, unlike other popular mouth FCC Chairman Fly pointed out JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY A 
: UGUST SEPTEMBER OCTOBER NOVEMBER DeCe Meee 
washes on the market, is green in that the maintenance of radio 
color and actually bubbles when. broadcasting at all times would also LoS 
used. be one of the primary objectives of — a? e Gain Gal 
Pepsodent dental cream, a new. the study. He added that it might icy gt bey —— lo oe 
pe a Gente: cream, a new S. y: . é nigh Period Period Period 1940 1940 Week Week 
foaming type of dentifrice, is seriously affect the morale of the kended kended kended over over Ended kended 
“stepped-up” with 180 per cent people to have their radio programs June 25, 1938 June 24,1939 June 22, 1940 1938 193% June 24, 1939 June 22, 1! 
more Irium, an ingredient which cut off entirely. Akron, O 6,087,614 1,858,076 1,700,490 22.8 2 179,732 
Pepsodent has featured in its tooth Though in its present stage the “rete “ ¥ a.0ee aes : tipi = oa a $ - : Vi, vs 
. - ° . d ‘ ita sil 4.6 ’ ‘ Sh ahh bed z + 2 ue 2% .6 
paste and tooth powder advertising program simply calls for study and pajtimore. Ma 10,771,912 10,715,376 11,008,819 2.2 + 2.7 $16,417 
for several years. planning, the program, once it is! Birmingham, Ala 6,066,130 6,225,142 6,833,666 12.6 + 8 237.300 
The present sales test is an ex- | outlined by the special board, will ¢thoston, Mass 9,227,389 W 428,28] 106,10] 1.3 4 311,476 
tension of the company’s consumer Undoubtedly lay the groundwork) Brideepert, Conn 1,309,822 1,674,540 4,933,152 +14 186,452 
. . . tuffale 7.77 SN TS60.162 7.202 G58 7 . SIN. 7T10 
preference surveys and will con- for a broad plan of coordination k- —— . ! \ - 1949 ' 19 64.223] 15.4 » = = a 
: 4 amide N . g320 92 9492 Heh 231 ) i \ rare: 
tinue until Pepsodent has adequate of radio systems for possible work Gydar ttapids. ta » 247 204 2 269.806 9 845.755 2 4 10 105.420 
data on which to base further in any defense emergency. Charleston, W. V: 1200.087 , 042.758 1.4296 048 12.0 , 185.004 
moves. Chicago, LA, 820.903 14,817,103 14,221,30 10.6 11) 197,650 
. . Cincinnati hiv T.OST,093 7,766,652 S, 160,488 7.6 1 68.632 
" Voids Radio Law Cleveland, Ohio 6,657,118 \.642,493 S,YSS8,533 + $5.0 + 4.0 $58,434 
. , ’ ‘olumbus 5,092.47 3.481,183 55,808 + 7.6 + 1.1 233,048 
Fisk Sales to New York Florida's 1939 law providing that ‘C!"™™?Us © anes : ; ers . 6 si 
. * . . ’ re i 226 , “ S7 as is ri 2? ,® 162,974 
Part of the sales force and the @ radio station is not liable for dam- a ag I " 674 6s " + Mb { { + - 0.2 7 170,660 
2 . ‘ 7 . Pe . eas . : miVver rort, al re FP OAL ih ’ ’ De é e.4 vy, ’ 
advertising department of the Fisk @8es for defamatory or libelous ,,\\° on fe 6 395.864 6,751,644 6.879.034 8.7 1.4 272,208 
division of the United States Rubber Statements unless stated that the pynver, Colo 1.516.006 1.444.013 1.071.462 “8 x4 152,125 
Company at Chicopee Falls, Mass., | Station is responsible for statements Jyes Moines, ta 172,206 262,854 $313,984 { 1.4 121,511 
is being transferred to New York. Made has been ruled unconstitu- | jyetroit, Mich 8,653,675 744,818 10,123,764 17.0 3.8 350,794 
tional by Circuit Judge Bayard Boys) pass. Tex 1059.62 OSS.980 310,317 + 7.2 1.3 226,916 
s13 s Shields. Erie, P 1.371.790 1,623,780 1,513,670 5.2 2.4 179,242 
Lilienthal Retires ee gh og aca Gas pop evn oat 24 31 63.621 
Ernest Lilienthal of Plainfield Flint. Mich , 354.680 1.008.078 4.220.834 + 2R.N 7.8 153.342 
N. J., has retired as vice-president Becker to Knox Reeves Fort Wayne, Ind », 245,394 TAS SY 1, 349,17 0 3.9 191,583 
and general manager of the Art A. J. Becker, former copywriter) Gary, Ind 2,795,110 2.800,688 3,043.87 ipo re aoe Ly 
Color Company, Dunellen, N. J., for Omar Milling Company, Omaha, Grand Rapids, Mich peed tg a con 1 . it : 1; 949 
after 31 years’ service. No suc- has joined the copy staff of Knox a == — a aa he 100 14 10.8 283.976 
cessor has been named. Reeves Advertising, Minneapolis. ouston, Tex r 6 9 ne a 
Indianapolis, ind 7,683,614 7,942,184 8,550,993 1 i7 14,776 
lacksonville, Fla 1,225,000 1.379,208 ee Be f 12.2 8 Lov, d NE 
hy Jersey City, N. J 1,042,582 1,100,818 1,080,787 to.4 1.8 38,4 
to D Kansas City, Kan 1,286,978 1,246,938 1.511,64 + 17.4 21.2 15,311 
Knoxville, Tenn 108 730 ,1TTS,080 .TS2, 566 roo +01 INT, 50 
Little Rock, Ark 1.365.260 1.437.524 146,436 0 +1 182,994 
by NATIONAL DEFENSE PROGRAM = 
Louisville K\ 6.850.114 H.ONS.119 7.095.460 fi 1 25 O44 
Lynn, Ma 3,923,150 1.137.952 1,263,420 ag. oe bape 
Manchester, N. H 1,803,070 2,481,938 2.511, 008 + 28.2 oH. iOS 
Memphi Penn » 448.100 », 743.654 6,473,418 18.8 + 12.7 226,674 
Miami, Fla 7.251.034 6,989,640 7,¢ 81,480 ri 11.5 IS3,701 
ee Milwaukee, Wi 7.326.009 T.OO5,975 1.708214 . pips page 
ee ns “Minneapolis, Minn 6,542,534 6.607, 709 HS, G NS N03 10.9 ae 
l Bex ins 1s Opera 10 Moline-Rock Island 1,186,826 1.029.774 LOST -.4 14 rhea 
sena 9 Nassau County, LE JNLY 1.134.372 1,257,082 1.144,445 0.9 days es 
‘6 7- D Basis New Bedford, Mass LAT 196 1,502,928 1,689,814 "2 1e4 va, OF 
ay New Haven, Conn 1418,764 $484,354 1,660,054 176,092 
On 24-Hour New Orleans, La S.O71,70 WOT BAT 9,769,322 5.e 1.4 o, 08 
° Ti Oo New York, N. Y 29,304,151 20,221,894 28,760,634 3.9 ue = oe 
me in > iS Brooklyn, N.Y 2,538,956 OOO 15 1,781,962 20.8 10.9 67.62 
or Irs Norfolk, Va $514,062 1.618.628 1,752,874 p20 176,624 
Oakland, Cal 3.550.264 S26. 700 1.°S1.008 oat 11.9 125.8 
‘Oklahoma City, Okla 827,066 {588,220 827,620 34 16.6 166,530 
its history, Rock Island arsenal Omaha, Neb 3,026,711 2.88713 2.977.361 1 I 106,88 
For the first time in | 24-hour a day work program Peoria, 1 WO7,118 12,383 745,278 Had 7 215,14 
began a regular 7- day week, f order sent out by the war Philadelphia, Pa 12,880,737 13,522,648 13,933,234 + 8.2 0 169,31 
) It ot or Ss Phoenix, Ariz 3.777.790 S1.S30 4.214 7 11 146.87 
resu w 4 777.7 8 9 | ; 
this week- end as yo up arms production under the ne “Pittsburgh, Va 4. G9, 602 10,625,908 - oreo 
department to spee Pp Portland, Ore 64 nt 6.077 ” ‘ 945.742 i - 12 “ ae 7 
easures. Reading, Da 1,682,737 $851.74 05,050 = - meng 
defense m Richmond Va OBR. 406 ‘ 7.28 6.205.710 > 4 2.1 224,19 
Rochester, N.Y 7.65, 835 7.460.608 7.624570 + 7.9 - NH, TMS 
ROCK ISLAND-MOLINE |...) > aehsasfasgeme = tamaaye = i1S ths s8hts 
Sacramento, Cal ,812.673 1.036.256 , 750.8404 1.4 LS 120.318 
7 * ' ‘ > 
Deserve aPlace on EVERY National Schedule =) «0: 003,755 BANTAM LST LOR re 103 
= San Diexro, Calif PSO 3T6H 8,256,075 Lee hs 14.% 1s 283 ‘ 
Seattle, Wash 1.152.910 415,382 »SO5N26 4.8 4.2 184,25 
Already an outstanding result producer for adver- to et ge? ' a 4 : “ ae et . 103 ‘ * 
° . . , South seme ne S1.608 2 660.97 ’ 613.904 4 8 “2 
ai tisers, this expanding market home of the ROCK a © 839711 gaa ORO 068.9 - 0 03 
= ARGUS-DISPATCH Is, AND GOVERNMENT ARSENAL is assuming St. Paul, Mint S414 1aLIs 54852 10.0 20 198.47 
* av REACH boom qualities as the National Defense progr: Syracuse, N. \ 2 S2O,475 298,610 AT OBOS + 26.6 8.2 212,891 
> r 9 OUT OF 10 é i i é program Tacoma Wash *ST9.426 , OOO 084 1N0_746 1 “au 109 900 
ae HOMES IN makes the Arsenal a key production center. Plans Tampa, Fla » ATO.6RS 203.158 1,051,138 14 26.5 115,710 
, ROCK ISLAND are under way for 800 additional homes. Huge local Toronto, Ont... Car 8.632, 828 S.113,574 7,662,948 11.2 266.9 
COUNTY industrial plants and unusual local supply of skilled bate a .. np i ; 509.8 ‘ ooovone ~- ore 
r ulsa kla s “ t90 8 HG. Gg s ‘ 02.972 
roe : WITHOUT workers and technicians insure top speed activity that Washington, D.C 16,586,223 16,498,577 16,750,959 1.4 +1 602,169 
Fa DUPLICATION means SALES for the goods and services YOU adver- Youngstown, © 3,667,906 B.H22,. 948 1,018,720 bind + 10.9 131,380 
‘ tise Via ARGI S-DISPATCH complete coverage. Write Total 140. 628.6805 $684. 702.895 677.171.617 6.1 1¢ 17,487.56 
Coes Bay us for facets about this FOUR STAR MARKET. 1 Akron Times-Press discontinued Aug. 28, 1938 * St. Paul Daily News discontinued April 
nm 2 Linage of Daily American now combined with 10 San Diego Sun suspended publication Nov 
A MEMBER OF ILLINOIS DAILY NEWSPAPER MARKETS Record : 11 Atlanta Georgian and Sunday American « 
Buffalo Times discontinued Aug. 1, 1939 ation Des 17, 1939 
{ Chicago Herald & Exam. discontinued Aug. 28 may 12 Linage of Syracuse Journal, now co 
m a) Milwaukee News discontinued Jan. 14, 1939 Herald, eliminated from 1938 and 193! 
=e ' Oklahoma News discontinued Feb. 24. 1436 13 Minneapolis Star and Journal merged 
7 News-Times discontinued De« oS 12s i4 Pittsburgh total for June 
S Spokane Press discontinued March 18 a8 to strike 
= . J . 
p Food, Drug Hearings Food, Drug and Cosmetic Act to ulations have been change 
Pr d Ch d supersede rules issued last year. Department points out, hi 
oceaure ange Under the revision, general pro- that the new regulations wi! 
The U. S. Department of Agricul- | cedure remains unchanged but reg-| no effect whatever on the 
Nat'l. Rep. The Allen-Klapp-Frazier Co. ture has announced new rules of | ulation details designed to eliminate rights or privileges of inte 
New York Chicago Detroit practice for hearings under the delays in the final issuance of reg- parties. 
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ADVERTISING AGE 


The rates for this department are 


Help Wanted,” “Positions 
“Representatives Available,” 30 cents 
cash with order. 


\ll other classifications (single insertion rates): % in. 


$4.75 per inch. 


—_— 


as follows: 
Wanted,” 


“Representatives Wanted,” and 
a line, minimum charge $1. Terms 
2 » $3.76; 1 to &.in., 


POSITIONS WANTED 


ADVERTISING ASSISTANT, 24, News- 


pal Adv. experience. Write selling 
copy, sales prom. layouts & produc- 
tion. creative, handle details, Rec'd 
N.U. Adv. Scholarship. B.A. Will con- 


sider position with future. 

Box 3052, ADVERTISING AGE, Chgo 
ADVERTISING MANAGER 
Thoroughly experienced in all phases 
ef retail food advertising Budget 
eontrol. 5 years in present position 
complete charge Advertising depart- 
mer Knowledge Sales Promotion 
Desires change due to purely progres- 
sive reasons. Will consider position 
anywhere in the U.S.A. if promising 
Full details in person or via mail 

Contidential. 


Box 3053, ADVERTISING AGE, N. Y 


EARCCUTIVES AVAILABLE 
Trade Paper Advertising 
Chicago TVerritory 


Advertising mer., past record based 
on upremacy of advertising in his 
field, desires change Proof of ability 
registered with Advertising Age 

Box 3058, ADVERTISING AGE, Chero 


HELP WANTED 


HELP 
HELP WANTED. 


WANTED 
Representative 
wanted to sell new protected sales 
promotion plan Adaptable for de 
partment stores and similar retail en- 


terprises. Highly recommended De- 
tails upon request 
Box 3056, ADVERTISING AGE, Chgeo 


REPRESENTATIVES AVAILABLE 
PUBLISHER 's 


experiens ed 


REPRESENTATIVE — 
advertising space sales- 
man, Wide acquaintance, N.Y.C. Office 
Wants KMastern representation of 
leading publication, commission basis 
Box 3054, ADVERTISING AGE : { 


MISCELLANEOUS 


TRADE PAPER FOR SALE 
Est. 5 yrs. Pub. bi-monthly 


Grossed 


over $5000 in 1939 Gross for first 
half 1939, $2025; first half 1940, $2755 

and growing Low printing costs 
Enterprising person can clear mini 
mum of $3000 yearly for self. Strictly 


a one man operation. Owner has other 
interests—-hence low CASH price of 
$3000. Copies and further information 
upon receipt of $1—this to discourage 
curiosity seekers and pay for postage 
ete Address 

Box 3057, ADVERTISING 


AGE, Chgro 


P's and Q's at Laurel Toe! 
New marketing research service wants pyc: 500 (Stexll") copies $2.63; ad 
young man with good education and ditional 100°S 22 Kqually Low 
above average experience: salary only Prices on Sooklets Folders, Cata 
$110 per month to start with oppor logs 
tunity to earn more later. Please) QUALITY: Ask for Samples. Free De 
write fully and sell yourself in first scriptive Manual 
letter. a ses : In Metropolitan N. Y. ask for Repre 
Box 3055, ADVERTISING AGE. Chee sentative WAlker 5-0526 

Laurel Process, 480 Canal St... NV. ¥. ©. 
’ . ’ ’ 
Duncan's New Duties Brunch’ Newest 
George H. Duncan has been ap- 


pointed public relations director of 
Associated Truck Lines, Inc., Grand 
Rapids, Mich. The new duties are 
in addition to those of sales man- 
ager in Michigan and Northern 
Ohio 


Bona Allen to Martin 


Bona Allen, Inc., maker of har- 
ness, saddles and shoes, has ap- 
pointed Robert E. Martin, advertis- 
ing and public relations counsellor, 
in the Volunteer building, Atlanta, 
Ga., to handle all of its advertising. 


KFH Now 5,000 Watts 


Station KFH, Wichita, Kans., has 
been granted 5,000 watts power for 
nights as well as days by the Fed- 
eral Communications Commission 
together with permission to install 
a directional antenna for night use. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 


Prepared Meat to 
Invade Market 


New York, June 26.—Latest pre- 
pared meat product to be intro- 
duced is Brunch, which been 
launched on a test basis through 
Harrisburg, Trenton, Hartford and 
Rochester newspapers by Tobin 
Packing Company of Fort Dodge, 
la. Although Tobin is new- 
comer to the packing field, its ad- 
vertising heretofore 
only locally. 

Called “the ‘round the clock 
meat,” Brunch is being introduced 
via a two-for-the-price-of-one offer. 
Copy contains a coupon which can 


has 


no 


has appeared 


be redeemed at grocery stores for 
a free can upon purchase of an- 
other at the regular price of 29 
cents 


L. H. Frohman, of H. B. LeQuatte, 
the Tobin agency, explained to 
ADVERTISING AGE here today that 
there are two novel features of the 
two-for-one offer. One is that by 
requiring purchasers to redeem a 
coupon in order to take advantage 
of the offer, the full retail price of 
29 cents is emphasized. They know 
that they will have to pay the full 
price on repeat orders. 

Another novelty, he pointed out, 
is that both wholesaler and retaile1 
receive full profit on each transac- 
tion 
face 


Tobin redeems the coupon at 
value credit toward the 
next purchase of Brunch, thus en- 
couraging re-ordering by the trade 

Besides outlining the many uses 
of the product, introductory Brunch 
copy contains a recipe for a salad 
plate. It is pointed out that 
the 12-ounce contains six to 
eight servings requires no re- 
frigeration 


as a 


al 0 
can 
and 


Snyder Advanced 


A. E. Snyder, general sales man- 


IN CHICAGO ager of Westinghouse Electric & 

Mfg. Company, has been appointed 
assistant general manager of the 
lamp division, New York B. H 
Sullivan is the new general sales 

ee 
manager. 

ee 


= A. CAIRNS 
COMPANY 


TEXTILE 
ADVERTISING 


45 EAST 17th ST. 
NEW YORK CITY 


JUST TO GIVE YOU AN IDEA OF HOW THE BANQUET LOOKED 


Our photographer looked down from the balcony in the Grand Ballroom of Chicago's Hotel Sherman to get these bird’s- 
eye views of the festive AFA banquet, including the extensive and impressive speakers’ tables. 


Listener Needs 
Vital, FCC Tells 
Kansas Station 


Washington, D. C., June 26.—In 
its proposed denial of WREN’s re- 
quest to remove its transmitter and 
establish its main studio in Kan- 
City, Mo., the Federal Com- 
munications Commission holds that 
a showing of need is related to the 
protection of listeners and not solely 


sas 


to the protection of private inter- 
ests. WREN is now located at 


Kan 
primary purpose of re- 
WREN to Kansas City,” 
the Commission, “is to obtain 
a larger population coverage of 
Kansas City and its environs in or- 
der to increase its advertising rev- 
enues and serve as a more effective 
outlet of the Blue Network. If the 
transmitter is moved as proposed in 
the application, the station WREN 
would deliver satisfactory service 
throughout the Kansas City metro- 
politan area, but its service to Law- 
rence and other small communities 
in Kansas would be less satisfac- 
tory, and some rural portions of the 
present service area would be 
tirely deprived of service.” 
The Commission contends that the 
station should “establish a greater 


Lawrence, 
“The 
moval of 


says 


en- 


need for additional broadcast serv- 
ice in the new area proposed to be 
served than may exist in the area 
previously served.” It points out 
that Kansas City is already served 
by at least six stations 


Car Pictures 
Meaningless in 
Automotive Copy? 


New York, June 26.—That much 
of the devoted to picturing 
cars in automotive advertisements is 
wasted indicated by a 
survey by Samuel E 
market research firm. The 
disclosed that only four pet 
of those who were shown a 


space 
was recent 
Gill, 
study 
cent 
series 


made 


of insertions in which the cars had 
been switched discovered that the 
cars pictured were not the same 


ones referred to in the copy 
Interview Men, Women 


Seeking to determine the value 
of automotive illustrations in terms 
Gill in- 
vestigators interviewed 50 men and 
50 women in the New York 
politan area. They were shown a 
Buick illustration inserted in Pon- 
tiac copy, a Chevrolet in Buick, an 
Oldsmobile in Chevrolet and Pon- 
tiac in Oldsmobile 


of consumer impressions, 


metro- 


UTILITIES ADVERTISERS HAVE BUSY WEEK 


Scene at the Palmer House in Chicago last week as the Public Utilities Adver- 
tising Association held its busy annual convention 


WHATEVER IT IS, THEY'RE ALL HAPPY 


This cheerful foursome met at the Pump Room in Chicago during the AFA 
festivities. Left to right, G. Ray Schaeffer, advertising manager, Marsh-’ 
Field & Co.; William A. Hart, director of advertising, E. |. du Pr 


Nemours & Co.; Mae McCain, who helped arrange the Pump R- 
and J. Kenneth Laird, Young & Rubicam, past president of the 


Asked if they had seen these ad- 
vertisements, 21 per cent replied 
“yes” and 75 per cent “no.” Only 
the remaining four per cent noted 
that art and copy did not match 
Mr. Gill, who recently left Cross- 
ley, Inc., to establish his own firm, 


concluded that: “To the average 
consumer the value of illustration 
is nil as an effective method of 


publicizing automotive appearance.” 


Fight Outdoor Ad Tax 


The Andrews Advertising Com- 
pany, Hornell, N. Y., has brought 
suit in the state supreme court to 


restrain the city of Hornell, N. Y., 
from enforcing an ordinance pro- 
viding for the taxing of outdoor ad- 
vertising, which is to become effec- 
tive July 15 


Judy Garland to Hicks 


Gruskin & Birnes, commercial 


representative of Judy Garland, 
MGM screen star, has appointed 
Hicks Advertising Agency, New 


York, to handle publicity and ad- 
vertising for Judy Garland fashion 
tie-ups Francis Marquis is 
count executive 


ac- 


A GRACIOUS HOST 
FROM COAST TO COAST 


KIRKEBY 
—~ HOTELS — 


suyest, mc 
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SPEAKERS’ TABLES AT GENERAL SESSION MIRROR EVERY TYPE AND KIND OF PERSON IN ADVERTISING FIELD 


Views of the speakers’ tables taken at the AFA opening general session in the Grand Ballroom of the Sherman Monday afternoon. Those present heard such prominent speakers as Mason Britton, Paul Garrett, Richard H, 
Grant, Dr. Alice Keliher, and Paul Hollister. The session was a long one—and, according to the consensus, an unusually interesting and stimulating one. 


Grocers Need 
Education on 
Window Displays 


Less Aggressive Than 
Druggists, Institute Sur- 
vey Shows 


Chicago, June 27.—Manufacturers 
selling through grocery stores must 
use both large and small displays in 
order to gain acceptance, according 
to results of a survey released today 
by the Point of Purchase Advertis- 
ing Institute, Inc. In Philadelphia 
and New York, it was found, there 
is a 100 per cent demand for small 
displays. New York registered an 
80 per cent preference for small dis- 
plays, with Chicago voting 82 per 
cent and Milwaukee 74 per cent for 
such material. On the other hand, 
70 per cent of Cleveland and 82 per 
cent of Jersey City grocers prefer 
large displays. 

Of all interviewed, 
favored small displays, 
cent, one-piece displays. Only 2 
per cent like two-piece displays, 
while 25 per cent prefer multiple 
piece displays. 

These figures are based on per- 
sonal interviews with 465 retail 
grocers, representing an accurate 
cross-section of the field. The In- 
stitute investigators rated these out- 
lets’ use of display material as fol- 
lows: Excellent, 8 per cent; good, 
27 per cent; fair, 32 per cent; poor, 
33 per cent. 


Facilities Are Limited 


The majority of the stores were 
found to have two windows, while 
25 per cent had one. The average 
span is from 11 to 15 feet. Per- 
sonal installations are preferred by 
74 per cent of those interviewed. 


59 per cent 
and 73 per 
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DISPLAY IDEAS 


BY CRYSTAL 


COMPLETE SERVICE 


UNDER ONE ROOF 
COUNSEL - DESIGN - FABRICATION 


CRYSTAL MFG. CO. 


CcHIcacos NEWYORK 
1725 Diversey Blvd 7 East 42nd st 


The length of time accorded grocery 
| displays is as follows: One week, 17 
| per cent; 2 weeks, 31 per cent; three 
| weeks, 10 per cent; four weeks, 31 
per cent; five weeks, 1 per cent; six 

weeks, 5 per cent; eight or more 
weeks, 5 per cent. 

While few grocers request display 
| material, Chicago represents a devi- 
|ation from this rule. The Institute 
'found that the offer of displays, 
| however, influences dealers’ pur- 
| chases in 10 per cent of the stores. 
Despite their apparent reluctance to 
ask for point of display material, 80 

per cent of all grocers reported that 

such material increases sales. This 
percentage was characteristic ex- 
cept in Jersey City, Boston and 

Philadelphia, where only 66 per 

cent noticed an increase. A 5 per 

cent gain in sales was reported by 

33 per cent; 10 per cent by 46 per 

cent; 15 per cent by 7 per cent, and 

up to 99 per cent by from 14 to 16 

per cent. 

Grocers generally registered a 
preference for floor dispensers 
against counter displays, the latter 
requiring too much space. A con- 
siderable number like cards which 
give the prices of advertised prod- 
ucts. 


Druggists Do Better 


This survey indicates that grocers 
are far behind drug stores in ag- 
gressiveness and appreciation § of 
display material provided by manu- 
facturers. A recent study by the 
Institute indicated that no less than 
29 per cent of druggists make effec- 
tive use of displays, while 41 per 
cent are rated as “good” in this re- 
spect. That is, 70 per cent of drug- 
gists make excellent or good use of 
displays, while only 35 per cent of 
grocers do so. 

Druggists are likewise far out in 
front of grocers in facilities for dis- 
play. Of the 495 retail druggists 
surveyed, 70 per cent had two win- 
dows, 17 per cent had three win- 
dows, 6 per cent had four and the 
remaining 7 per cent had 
more. 

Because of the greater merchan- 
dising ability of druggists, displays 
have a shorter life in this field than 
in the grocery business The drug 
survey indicated that 20.8 per cent 
use window displays for one week 
and 46.5 per cent for two weeks 
Only 14.9 per cent used them for 
three weeks, with the same number 
keeping them on display for four 
weeks. A _ natural assumption is 
that the top-flight stores are repre- 
sented in the first two brackets. Un- 
like the grocer, the druggist prefers 
professional installation. Out of 177 
such installations, druggists rated 72 
as excellent, 87 as good, 15 as fair 
and 3 as poor. 


Like Large Displays 


While the grocery survey showed 
mixed sentiment as to the size of 
displays, preference of druggists 
runs to larger sizes, no less than 74 
per cent voting for them. Only 26 
per cent asked for small disvlavs 
The superior merchandising ability 
of druggists also caused 77 per cent 
to place emphasis on the use of 
flasher or mechanical displays 

Only 286 of the druggists inter- 


one or 


viewed expressed any preference 
between one and two-piece displays. 
Only 4 like two-piece displays, 
while 96 favored one-piece. A ma- 
jority, 188, went on record as favor- 
ing multiple piece displays. 
Druggists’ Suggestion 
Druggists made some interesting 
suggestions as to the improvement 
of displays from the retail point of 
view. Many, for instance, sug- 
gested that displays for windows 
should always be accompanied by 
counter clerks, counter displays or 
floor stands. Others asked that 
counter displays be made smaller 
and lower. Others suggested that 
prices be placed on more displays, 
with room left for mark-down 
prices. Some dealers urged that 
floor dispensers be made more sub- 
stantial to avoid breakage during 
their use. Others asked for more 
step-up floor dispensers. Still others 
complained about the paucity of 


displays, asserting that they could | 


use more and if they received them, 
would change their windows even 
more frequently than at present. 

F. S. Jefferies, executive secre- 
tary of the Point of Purchase Ad- 
vertising Institute, said that the or- 
ganization’s studies of preferences 
by retailers will be a continuing 
one. 


Support Nation's 
Interests, AFA 
Told by President 


Chicago, June 26.—‘“Your conven- 
tion this year is probably more im- 
portant than any in recent years,” 
President Roosevelt declared in 
sending his annual greetings to the 
Advertising Federation of America. 

The letter from the White House, 
read at yesterday's general session, 
was addressed to Mason Britton, 
chairman of the AFA board. It 
said: 

“It is a pleasure for me to extend 
greetings to the 36th annual con- 
vention of the Advertising Federa- 
tion of America 


Advertising Will Help 


“Your 
probably 


this 


more 


convention year 1s 
much important 
than any in recent years, due to the 
perils assailing free men and free 
peoples in so many parts of the 
world. Your convention theme, ‘Ad- 
vertising’s Contribution to the 
American Way of Living, can best 
be appreciated by liberty-loving 
people who use advertising con- 
structively to move goods and serv- 
ices, to promote prosperity, happi- 
ness and security 

“I am sure that advertising will 
help us solve the problems of the 
future by wholehearted support of 
our national interests.” 


Deletes Publicity Fund 

In what is described as an “econ- 
omy move,” publicity funds have 
been deleted from the Coral Gables, 
Fla., budget and Robert M. Monroe, 


who for the past 13 years has 
handled the advertising and pub- 
licity for the city, has been told 


that he may consider himself a free 
agent 


FEATURES DEALERS 


GREAT MOTORING VALUES 


Meet them face to face... 


} 


_at Greater Springfield's Esso Dealers 


,at 20 for 10 cents under fair trade 


This unusual Esso advertising, running in 
Springfield, Mass., features photographic 
heads of local Esso dealers with drawn-in 
bodies, and the dealer's name, location 
and comments in accompanying type. 


Standard Milling, 
Hecker H-O Made 
* * . 7 * 
Unified Division 

New York, June 27.—Sales, ad- 
vertising and merchandising of 
Hecker H-O Division and Standard 
Milling Company, both divisions of 
Hecker Products Corporation, have 
been combined under a newly or- 
ganized flour and cereal division, 
ii was learned here today. 

Duncan C. Menzies, formerly 
vice-president of Standard Milling, 
Chicago, has been named general 
manager of the new _ division. 
Standard will continue to produce 


the three Hecker’ family flour 
brands, Superlative, Ceresota and 
Aristos, but will sell them to the 


new division. 

The Hecker H-O line includes 
Presto cake flour, H-O oats, Force 
and Hecker’s cream farina. Adver- 
tising of these products is handled 
by Erwin, Wasey & Co. The Stand- 
ard Milling agency is Leo Burnett 
Company. At least for the present 
there will be no changes in the ad- 
vertising personnel and agency re- 
lationships of the newly-merged 
divisions. 


National Drive 


on Meds Tampon 
Gets Under Way 


New York, June 27.—Following 
tests in seven major markets dur- 
ing the past few months, Personal 
Products Corporation is about to 
launch its first national campaign 
in behalf of Meds, tampon product 
which is a companion to Modess 
The drive, described as the largest 
ever devoted to a tampon, will in- 
volve 80 newspapers in 71 cities 
and seven magazines. 

Stressing an economy theme and 
the five-year research effort that 
has gone into the perfection of 
Meds, the company will use weekly 
insertions in the newspaper list 


starting July 1 and _ continuing 
through the remainder of the year. 
Magazine copy will break in Sep- 
tember issues of Cosmopolitan, 
Glamour, Good Housekeeping, La- 
dies’ Home Journal, Mademoiselle, 
Redbook and True Story. 

The new tampon has been priced 


laws and retailers are assured of a 
35 per cent profit. Young & Rubi- 
cam is the agency. 


Association Work 


Wins Snapp Award 


for Zola Vincent 


(Picture on Page 24) 
Chicago, June 26.—Zola Vincent, 
assistant to the president and di- 
rector of consumer relations for 
Associated Grocery Manufacturers 


of America, won the Josephine 
Snapp Award for the most out- 
standing contribution to advertis- 


ing by a woman during 1939, and 
was given her award at the AFA 
general session yesterday by Mason 
Britton, board chairman, assisted 

y Helen Vance, retiring president 
of the Chicago club. 

The trophy, a sterling silver vase, 
is an annual honor bestowed by the 
Women’s Advertising Club of Chi- 
cago in memory of Josephine 
Snapp, a former president of the 
Chicago club and a former vice- 
president of the Advertising Fed- 
eration. 

Honorable mentions, symbolized 
by framed, illuminated certificates, 
went to Barbara Daly Anderson, 
director of consumer service of 
Parents’ Magazine, New York; 
Donna Newell Ames, advertising 
manager of the Bon Marche depart- 
ment store, Seattle; and Gussie O. 
Jones, advertising manager of At- 
lanta Gas Light Company, Atlanta. 

Mrs. Vincent’s award came pri- 
marily for the “Parade of Progress” 
which she originated and carried 
cut. Sponsored by the Associated 
Grocery Manufacturers, it was ac- 
claimed as the most ambitious and 
successful project of its kind ever 
undertaken by the industry. 


In 1937 Mrs. Vincent won an 
honorable mention in the Snapp 
Award competition because of the 


first edition of the AGMA Book of 
Grocery Advertising. 
Judges in the competition were 


Mr. Britton: George M. Slocum, 
publisher of Automotive News, De- 
troit, and a past president of the 
AFA: G. W. Cunningham, gé eral 
advertising manager, Sears, Hoe- 


buck & Co.: W. T. Nardin, vice 
president, Pet Milk Sales Corpore- 
tion, St. Louis: and Helen A. Holby, 
director of club contact fo! the 
AFA. 


Seiberling Changes 
Seiberling Rubber Company: 


Akron, O., has transferred ¢ Lee 
Wolf from sales statistics to the 4 


vertising department, in chars of 
production, identification, outdoor 
advertising and display. R. L 
Baumgardner, who has been hat- 
dling publicity, direct ma a 


literature, has been transfer! 
the field sales department 


—_* —_—_— 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


AFA DIRECTORS START CONVENTION WORK EARLY WITH SUNDAY BUSINESS SESSION AND LUNCHEON 


it was @ final “polishing up" session which drew the members of the | Falk, AFA director of research and education, and Philip J. McAteer, | and George Slocum, Automotive News, Detroit. All are directors, 
1939-40 AFA board together in Chicago last week, and they found | Boston, AFA vice-president. In the center photo are Kenneth Dam- | In the photo at right are Louise Grace, Grace & Bement, Detroit, 
so much to do that they stayed for lunch, where the Advertising | eron, Ohio State University; William A. Hart, du Pont advertising | Henry Obermeyer, Consolidated Edison Company of New York; and 
Age cameraman surprised them. In the picture at left are Alfred T. | manager; Dorothy Crowne, United Advertising Corporation, Newark; | William H. Hodge, utilities counsellor, Chicago. 


Mason Britton, AFA board chairman, and vice-chairman of McGraw- | at the left. In the center are J. S. Roberts, Retail Credit Company, |New York Sun; Earle Pearson, AFA general manager; and G. Ray 
Hill Publishing Company; Mrs. Erma Proetz, Gardner Advertising Com- | Atlanta; May O. Vander Pyl, Advertising Letter Service, Detroit, AFA | Schaeffer, Marshall Field & Co., Chicago. Several members of the 
pany, St. Louis; and Norman Rose, AFA president and advertising |secretary; and Elon Borton, LaSalle Extension University, Chicago, | board skipped out before the photographer could picture them for 


manager of the Christian Science Monitor, Boston, make up the trio | general chairman of the convention. At right are Gilbert T. Hodges, | posterity. 


CONVENTION "LOOSENS UP" WITH COCKTAIL P 


ARTY THAT TAXES FACILITIES OF AMBASSADOR HOTEL 


iy = =| 


-fdn't require a vote to know what the delegates thought of the cocktail party Sunday afternoon in the famed Pump Room and Buttery of the Ambassador Hotels. Even the weather man cooperated, calling off his 
“and storm clouds and substituting brilliant summer sunshine. A crowd that taxed the capacity of both places ate. drank, danced and made merry at one of the gayest, most informal AFA parties in recent years. 
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mS This is the extraordinary story of the 
: Women's departments of The Hub— 


* Henry C. Lytton & Sons. A story of 
: success unequaled anywhere else in 
America. An example of good merchan- 
dising—plus aggressive advertising. 
Ever since 1931, The Chicago Daily News 
has been the LEADING advertising me- 
dium for THE HUB. Prior to that time 
its leading medium was a Chicago morn- 
ing daily paper. Since January |, 1932, 
The Chicago Daily News has carried 
MORE Advertising of The Hub than has 
any other Chicago newspaper . . . morn- 


ing, evening or Sunday. 


... and for the first five months of 
1940 THE CHICAGO DAILY NEWS 
. has printed MORE advertising of 
The Hub than ALL the other Chi- 
cago newspapers COMBINED — 


morning, evening and Sunday. 


The result of this major concentration in 
THE CHICAGO DAILY NEWS is best 
expressed by The Hub itself in its own 
statement that appears in the adver- 


tisement reproduced at right— 


*". . . our latest expansion pro- 


gram climaxes a phenomenal nine- 
year growth, a growth which has 
seen our original women's depart- 
ment of 1931 expand twentyfold 
by 1940.” 


The advertisement at the right from the Tuesday, 
May 28, 1940, issue of The Chicago Daily News. 


THE 


cal A 
rul 


July  & 
—— 


SINCE 1931 


WeE THANK 
Chieago for Giving 
Us the Greatest May 
Business in the History 
of The Hub’s Women’s 
Departments. 


---and we thank especially 
the readers of The Chicago 
Daily News, for it is in 
this paper that we used 


by far the most of our 


May advertising lineage! 


OPENED FEB. 1940 “TI 


OPENED AUG. 1931 time 


OPENED SEPT. 1934 


OUR NEW 6TH FLOOR. the third of our floors devoted 


to women’s apparel, recently opened, offers Chicago misses, women, 
juniors and girls still more specialized departments, more abundant 
stocks, more shopping space. This modern, spacious floor, the highlight 
of our latest expansion program, climaxes a phenomenal nine year 
growth, a growth which has seen our original -vomen’s department of 
1931 expanded twentyfold by 1910, 


THE = HUB 


Henry C Litton & Sons 


State and Jackson, CHICAGO © EVANSTON @ OAK PAKK © GARY 


gh 
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CHICAGO DAILY NEWS 


Chicago’s HOME Newspaper © WITH THE MOST VALUABLE CIRCULATION IN THE CITY 


DAILY NEWS PLAZA, 400 W. Madison St.. CHICAGO @ NEW YORK OFFICE, 9 Rockefeller Plaza 
DETROIT OFFICE, 4-119 General Motors Building @© SAN FRANCISCO OFFICE, Hobart Building 
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